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SHOES 





ON TELEVISION 


“THE BIG PAY-OFF” 
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Yow dacuignn ra gtinthe Gt? 


FOR FULL DETAILS WRITE, WIRE, PHONE 
ACCENT SHOES, 1509 WASHINGTON, ST.LOUIS 

















to ‘‘Sno-Go”’ insulated boots by 


On the job or on the hunt, these rugged boots are right 
at home any season of the year. Quality, full-grain leather 
uppers treated with Quilon*. Soft, supple insulation on vamps 
and quarters that seals out weather while it pampers the feet. 
Cushiony inner soles. Heavy-duty leather welting. And be- 
neath it all, the comfort and long wear of Du Pont neoprene. 

Why neoprene? Because it takes punishment that ruins 
other resilient materials. Constant flexing, abrasion and 
scuffing can’t crack or chip it. And flexible neoprene soles 
stand up to heat, oil, even corrosive acids and chemicals 
hold their springy feel and good looks for the life of the shoe. 

So whether you design shoes or sell them— you can step 
ahead with neoprene in your sales story. It’s a customer’s 
guarantee of long service and comfort. 


*Du Pont’s trademark for us chrome complex 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 


al) PONT 


BETTER THINGS FOR BETTER LIVING,,.THROUGH CHEMISTRY 


NEOPRENE CREPE SOLES 


add comfort and extra-long wear 


fiuth ~ James 










Courtesy: Huth-James Shoe, Inc., 
Milwaukee, Wisconsin 


Only neoprene offers this balanced 
combination of properties 
for shoe soles of all types 


© Resistance to oils, greases 


@ Resistance to flex cracking—even at 


freezing temperatures 
© Resistance to abrasion, chipping 
© Resistance to acids and other chemicals 


© Resistance to heat 
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SEND FOR NEW FREE BOOKLET 





Sen en en ee en eh aE eae ee ee ee eee \ = 
| &. 1, du Pont de Nemours & Co. (Inc.) ‘» ff | 
| Elastomers Division BS-10 . | 
| Wilmington 98, Delaware | 
Please send me your new booklet which contains informa | 

tion about neoprene soles deacriptions of neoprene’s un | 
; usual properties and superior qualities | 
| Name Position — 
| Firm oan | 
| | 
Addrens a = | 
| City Ee 











A thought for 


IT TAKES 996 STEEL DIES 


to assure each customer of her size in a new pattern 






When you sell a pair of shoes, tell 
your customer she has just bought 
America’s biggest dollar’s worth today. 


—- Spe aoe 


President 


Brown Shoe Company 


St. Louis... Makers of: Air Step * Buster Brown * @fficial Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer + Pedwin * Propr-Bilt 
Risqué * Robin Hood + Roblee * Westport 
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(A) ELASTICIZED TOP-LINE BALLET. 
High grade special leather with a 
stretch. Elasticized to fit like a 
glove. No gapping problem. Smooth 
leather insole, Natural color backs 
on leather upper will not stain foot. 
100 White N, M 8/12 $1.95 
101 Black N,M12%2/3 $1.95 

N, M 3%/10 $1.95 


(B) PLEATED TOE BALLET. Hand 
pleated and lasted. Reinforced 
throat can’t split. Leather insole. 
Won't fade on foot. Elastic instep 
strap. 

50 White M 6/7% = $1.85 
51 Black N, M 8/12 $1.85 
53 Red N,M12%2/3 $1.85 
54 Blue N, M 3%2/10 $1.85 
55 Pink 


(C) STREET BALLET. Same as 
pleated toe ballet above except no 
instep strap. 

59W Black N, M 3/10 $1.85 
60W White N, M 3/10 $1.85 





(D) LUCKIES. Leather outsole. Lip 
taps included. 

1UoUL Wie N,M7/12 $3.00 
1080M White N,M12%/3 $3.25 
1080W White N,M3%2/9 $3.60 
1081C Black Pat N,M7/12 $3.00 
1081M Black Pat N,M12%/3 $3.25 
1081 W Black Pat N,M3%2/9 $3.60 


(E) BOYS’ TAP. Leather outsole. 
61 Black Patent 8,0 8%2/13% $3.85 
B,D 1/6 $4.10 


NEW YORK SALES OFFICE 


Rooms 933-935 Marbridge Bldg. i N Ss T Oo Cc 


47 W. 34th Street IMMEDIATE DELIVERY 


Se els SALES OFFICE ALL MADE IN OUR MODERN FACTORY 
12%) & Weshingten TERMS: 5%-30 DAYS. 31 DAYS NET. 


PRICES SLIGHTLY HIGHER WEST OF DENVER 


ED WHITE JUNIOR SHOE CO., DEPT. 7, PARAGOULD, ARK. 
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is the word... 








the New Horizon in shoe fashion... 

and to shape your 

shoes-of-tomorrow 

66 WN 9 
LASTEX 


creates an exciting new shoe material, a 
worthy partner to elasticized leather— 





High-Fashion Shoe Fabrics 
woven with Lastex and backed 
with elastic linings of Lastex, 
together achieving one fabric for uppers... 
rich and beautiful... supple and firmly resilient. 
Shape is the word and here is the 
timely new medium to sculpture your shoes 
in fluid lines and utmost comfort. 
MANUFACTURERS > For names of mills and sources offering these new 
DESIGNERS ® weaves of Lastex, or for any information on 


elasticizing your shoes with leather or fabric, write 


the miracle yarn 
® that makes 
things fit 


United States Rubber 


ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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MILANO MOC 


Beige Kafalope with Tan Calf 
Mudguard —White Hand Stitch 


Light Grey Kafalope with 
Black Calf Mudguard—White 
Hand Stitch $5.75 















VENUS FLAT BUCKLE 


Black Suede 
Black Smooth Leather 
Biack Patent 


$5.35 


ITALIO CLOWN 

Black Suede—Red Leather Binding 
Red, Yellow, Green and 
Black Vamp Trim 


$5.75 









SOFT PUMP 
Black Calf 
Briarwood Brown Calf 


$6.25 





SOFT LULLABYE 
Black Suede and Black Calf 
Combined —White Hand Lacing $6.25 


Tan Cobble Calf Allover 
White Hand Lacing $6.50 
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SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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SAMBA 

Black Calf 

Briarwood Brown Calf 
Wedgewood Blue Calf 
Beige Calf, Black Patent 
6.25 
















LOVELY MELODY 


Black Suede 
Black Calf 
Navy Calf 


6.35 











ELEGANT BOW 
Black Suede 


6.35 







VENUS SONG 
Black Suede 
Black Patent 
Black Calf, Navy Calf, 
Chestnut Brown Suede 
Beige Calf 


6.35 












ROXANNE 
FRINGE 


TAILORED BEAU 
Black Suede, Black Calf 


Tan Cobble Calf ‘hes Black Patent 
Brown Celluloid Stacked e° Briarwood Brown Calf 
Leather Heel Cover > Navy Calf, Red Calf 


Perfed with Gold Underlay 
6.75 


6.35 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEMOSETTE SHOES, WASHINGTON, MISSOURI 


Demoserte 
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Now- 
New ROBLEE styles 


are cushioned 


with AIRFOOT! 


This is the Cushion-F lex by Roblee Division, 
Brown Shoe Co., St. Louis. 


Super-comfort is assured by generous use 
of AIRFOOT in place of usual sole fillers— 
plus AIRFOOT heel cushion—plus 

AIRFOOT arch cushion. 


This makes the most of the first 
and foremost foam rubber cushioning 
designed specifically for footwear— 
promotes new sales with all-over 
comfort, builds repeat sales with 
lasting satisfaction ! 








How Roblee Cushions with AIRFOOT— 
without adding bulk: 


Heel pad gives lift where lift is liked; 
arch cushion gives gentle, pleasant 
pressure; sole-cushion replaces usual 
fillers, takes no more inside space! 


OTHER AIRFOOT ADVANTAGES: 


Lighter-for-density than other rubber 
cushionings—yet the thinnest layer 
stands up! 
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Controlled aeration—“‘breathes” all over 
without forming weak spots. 











Unvarying support—scientific compression 
ratio assures instant comeback for life 
of shoe! 





Proved quality — years in development, 
years in use under all conditions, 
assure customer-satisfaction. No crum- 
ple, crumble, lump up or break down! 








° . 


Note to shoe manufacturers: For samples 
and information on ease of application, 






WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS contact: Goodyear, Foam Products 
DESIGNED SPECIFICALLY FOR FOOTWEAR! Division, Akron 16, Ohio. 


Airfoot~-T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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with modern Pittsburgh Upen-Vsion Store Fronts! 


American people are very up-to-date in the way 
they live. They like modern homes, modern dress 
and modern cars. And they are attracted by stores 
and other places of business which have a modern 
atmosphere. Take this lumber and building supply 
dealer, The Jenkins-Essex Company, Inc., Eliza- 
bethtown, Kentucky. Its modern, open-vision 
Pittsburgh Store Front is a real asset and attention- 


getter. Good display is given to all the merchandise 
with the big Pittsburgh Polished Plate Glass Win- 
dows. Other Pittsburgh Products, including Car- 
rara” Structural Glass, Pittco® Store Front Metal 
and Herculite® Plate Glass Doors, complete this 
attractive and customer-appealing installation. 
Architect: Thomas J. Nolan & Sons, Louisville, 
Kentucky. 





Much of the business done in the average 5 and 
10 cent store is impulse-selling. People are at- 
tracted by some merchandise displayed in a win- 
dow and are drawn right inside. For this reason, an 
attractive, up-to-date front is especially important. 
Harvey’s Dime Stores, La Porte, Indiana, have 
plenty of room to display a variety of merchandise 
in their big show windows—glazed with Pittsburgh 


an oe ne 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED Re 





GLASS 


Polished Plate Glass set in Pittco Store Front 
Metal. Carrara Structural Glass and Tubelite® 
Doorways are used to complete this eye-appealing 
open-vision store. Architect: Ken Fryar, Michigan 
City, Indiana. 

For more information on Pittsburgh Store 
Fronts, just mail the coupon and we'll send you a 
free copy of our Store Front Booklet. 


Pittsburgh 22, Pa. 


That Sells.” 


COMPANY 
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Pittsburgh Plate Glass Company 
Room 6368, 632 Fort Duquesne Bivd. 


Without obligation on my part, 
please send me a FREE copy of 
your modernization booklet, “How 
To Give Your Store The Look 
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BARBOUR WELTING COMPANY 


BROCKTON 68, MASSACHUSETTS 


a 
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Light colors — Light construction 
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LIGHT, BUOYANT 












Everyone wants America’s Softest Step. So whether it’s men’s casuals 
in Canyon Sand, women’s flats in Primrose Yellow, or children’s 
shoes in pretty pastels, there are Cush-N-Crepe Soles in just the right 


shades, and just the right irons, to make them just right to sell. 


Cush-N-Crepe Soles are the original* and finest cellular soles, light, 
buoyant, long wearing, and smart looking. They are an important part 
of the Spring Shoe Profit Formula because their Solemark of Quality 
is so consistently advertised and so well known, Millions of pairs in 


daily use are constantly proving that Cush-N-Crepe Soles are 


*Reg. U.S. Pat. Off. 






AVON SOLE COMPANY, Avon, Massachusetts 
For forty-six years specialists in fine sole materials 


Makers of the famous Avon Du-Fiex, Avonite and Du-Fliex Avonite Soles 








wi 


not on all shoes... just the best ones 
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Fashion celebrity in 


Flubschman’s Cait. me 


Viva, a sleek 
and slender Adores pump 
visualized in 
Chevron +3335 
but available in 
all Hubschman colours 
... from the 
talented mind of 
Dori Shoe Company 


Lynn, Mass. 





E. Hubschman & Sons, inc., Philadelphia 23 * Fashion Office: Empire State Building, New York 1 
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A great merchant answered: 


“A fashion is a style that is accepted by a 
sizeable number of people—the more people 
who accept it, the better the fashion.” 


and ENNA JETTICK proves it with shoe fashions that have sold 
in the millions of pairs and which produce healthy volume season 
after season for top stores all over the country. 


Una. 






What is fashion’? 


ENNA JETTICKS are famous for high-volume ‘“‘best sellers’’ 
They’re styles with a universal beauty that appeals to millions of 
women. It’s feminine, light-look styling that offers fine fit and 
comfort at prices women like to pay. 

There are no fads and fancies among ENNA JETTICKS to cause 
excessive inventories or profit-killing mark-downs. Instead, ENNA 
JETTICK dealers are in the big-volume, high-profit fashion busi- 
ness—and that’s where every smart shoe dealer could be! 


Jeti 


The Shoes You Love To Live In 


| oe wie” 


} Some Styles $11.95 


DUNN AND McCARTHY, 
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New 
Celastic 
Conditionin 







{ ' 

i » ee Rodiopes 
This new conditioning machine. 
for Celastic™ and other solvent type 


box toe materials meets the need for a 


FN 


& 


PR 


arm 



















smaller, less expensive and more compact unit. ae 


{ ae 
The machine has been carefully engineered for safety. It has : 
been examined and tested by the Underwriters’ Laboratories,” 





Incorporated, and found to comply with their stai 


It is easy to operate. Thorough and complete activation’ th no 
solvent waste is made possible by efficiently designed pricking 


and stripping mechanisms. A simple adjustment is provided 


to handle the complete thickness range of box toe materia : 


“Sapo ge 


Contact your local USMC representative for further infor 
y 


mation and to arrange trial. 


| 
&% 


United Shoe Machinery 


BOSTON, MASS 





| (GIT: 
h| PARTS 
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SATISFIED CUSTOMERS— 
A MUST! 








—“Will it sell? Will it give satisfactory service to 
our customers? Will it be profitable to us?” 


—Those are the question marks most retail store 
executives apply to all products, said Philip M. 
Talbott, senior vice-president of Woodward and 
Lothrop in Washington, D. C. He went on to say: 


—“The questions fall in just that order. ‘Will it be 
profitable?’ can never come first because the other 
two questions must have a positive answer before 
you can say whether it will be profitable. 


—“What builds confidence for a product? Good de- 
sign, good color, effective performance. 


—“Good eye appeal in design, color, finish and work- 
manship will be profitless if the product is un- 
satisfactory, returned or exchanged, Satisfied cus- 
tomers are a must requirement in modern retail- 
ing—not just a desirable coincidence. We don’t 
take customers for granted—we work for them. 


—“We are living in what is undoubtedly the greatest 
era of competition for the consumer’s dollar that 
the world has ever known. Our job as retailers is 
to build acceptance and confidence in our stores 
by progressive policies, trained sales personnel, 
good merchandise, effective pricing and sound 
public relations. 


—‘It is only when the product reaches out to the 
customer and offers service, quality, performance, 
good design and eye ne 9 that Mrs. Consumer 
buys it and a sale is made.” 


—And our job on the Boot AND SHOE RECORDER is to 
continue to do our utmost to help the shoe manu- 
facturers, retailers, tanners and allied products 
people get a bigger and better share of the con- 
sumer’s spending dollar. 


r ES EE, 


Publisher 


Boor anp SHoe Recorper 
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JUMP/NG- JACKS 













we’re hanging out 
our shingle... 


look for us 





here each issue 


we'll bring you 
news 
about ourselves and 
our friends 













also 
selling tips and 
success stories 
gleaned from the trade 
also friendly chit-chat 
and homey philosophy 
from such chit-chatters 








and philosophers as 
Bob Bristol 
George Meierhoffer 
Joe McCaffrey 
Gene Arend and others 





: we'll also keep you 
|] informed of 
hot numbers 


and new numbers 











in the line % 
(also in the McCaffrey family) \¥ B 
speaking of additions... 








we're expecting! 

our new growing girls’ line 
JILLS 

tell you more 











next time! 


V) SUMPING-daCKS” JF 


For Children 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 

















SEE ALL THESE LINES 
















PALMER 
























| HALLENG | 333 
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Rooms « $89 




















ENDICOTT JOHNSON CORPORATION 


Endicott 1, N. Y. St. Lovis 2, Mo. New York 13, N. Y. 
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Can We Crack the Price Barrier? 


In light of the general impression that has prevailed 
for several years that the shoe industry has been “grad- 
ing up,” the price and production figures released 
several weeks ago by National Shoe Manufacturers 
Association and New England Shoe and Leather Asso- 
ciation come as a real surprise. 

These figures, the results of a study made for NSMA 
and NESLA by the U. S. Bureau of Census, Depart- 
ment of Commerce, show that 60.7 of our 1955 shoe 
production sold at retail prices of $6 and below. A 
similar study released in July, 1954, showed that 59.3 
per cent of the 1953 shoe production sold at the retail 
price of $6 and below. In addition to this increase 
in the volume of shoes retailing in these brackets, the 
study shows a noticeable shift to medium and lower 
priced merchandise all along the line. The trend was 
less noticeable in the men’s dress and work, and youths’ 
and boys’ shoe categories. This increase in the sale of 
lower price shoes is significant in view of the fact that 
the average retail price index for shoes rose from 
115.2 in 1953 to 117.7 in 1955. 

The July, 1955, retail price index for shoes stood at 
117.5. In July of 1956 it had risen to 124.2, which 
increase was at a considerably accelerated rate from 
that which had previously prevailed. 

Will that accelerated pace be sufficient to crack 
the long standing price barrier? When the 1956 
price and production figures are in, will they show 
any substantial increase in footwear sold above $6? 

The increase in the shoe price index for July received 
considerable attention in the daily newspapers. The 
New York Times for August 25th pointed out that 
retail shoe prices were mainly responsible for a rise 
of 2 per cent in the general apparel price index. For 
years the prices of shoes and apparel have exhibited a 
habit of lagging behind other consumer goods articles. 
The advanced price at which shoes are selling may 
indicate that footwear is at last pulling away from the 
inertia and the retarding influence of other articles of 
apparel with which it has so long been associated. 


New Retailer Attitude 


Manufacturers, particularly those producing medium 
priced footwear, report a refreshing change of attitude 
on the part of retailers who are seeing clearly, perhaps 
for the first time, that quality must be maintained even 
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when it means abandoning firmly established price 
brackets. This is a completely new experience for shoe 
retailing and the manner in which consumers have 
accepted new shoe prices indicates that it has been a 
wise, if long delayed, move. 

Retail trade was well sustained during July and 
August, and early reports indicate that shoe retailers 


enjoyed good back-to-school business, which is “get 
away time” for the fall season. Chain stores have been 
particularly alert to the necessity for passing on in- 
creased costs and most have successfully crossed over 
into new price brackets. They are presently enjoying 
good business and August figures of the top three chains 
list gains ranging from 12.2 per cent to 16.5 per cent 
over the same month a year ago. Figures for other 
chains are not yet available but are expected to follow 
this pattern, 

A preliminary estimate of August retail sales con- 
tained in a “flash report” issued recently by the Depart- 
ment of Commerce says that all retail sales in the month 
of August increased $800 million over July and topped 
August of last year by $700 million. Allowing for 
seasonal factors the Department estimates that in 
August all retail sales were one per cent above July and 
four per cent above the same month a year ago, indi- 
cating that the public is taking the higher prices in 
stride. 

The NSMA, NESLA study illustrates graphically the 
tremendous scope of our shoe market and demonstrates 
the broad base for which we must produce shoes. Not 
only must we have shoes for a diversity of tastes, but 
more fundamentally for a wide variety of budgets. 
And each of the many segments of our diversified shoe 
market offers its own peculiar opportunities for “grad- 
ing up.” 

A Future in Quality 


Quality cannot be determined by price alone and the 
fact that shoes are selling at higher prices does not 
necessarily mean that we are “grading up.” Time alone 
will tell whether we are swapping units for dollars. 
Better figures and increased profit margins, while 
always gratifying, are best justified when they accrue 
from increased volume and are accompanied by better 
value and service to the consumer. 

[TURN TO PAGE 58, PLEASE | 
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You can see its quality and feel its luxury 


HINA- 


Lawrence FINA is a quality leather with 
a wonderful feel of luxury. Its distinctive 
beauty speaks for itself. 

That’s a big selling advantage for you. You 
sell more because you're able to sell a fine, 
mellow side leather that incorporates many 
of the selling advantages of higher priced 
leathers. 


MIN CNCE, 


Put yourself in your customer’s shoes, 
What he wants is fine leather that wears as 
good as it looks — that’s FINA by Lawrence. 
There’s satisfaction in it for your customer 
— and money in it for you! 

Also in the “Great American Family" of 


side leathers by Lawrence: the new superb 
KEENA and full grain UNEEKA. 


A. C. LAWRENCE LEATHER COMPANY, a oivision of swirt a company, linc.) PEABODY, MASS. 
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AUTHENTIC MAJORETTE BOOTS oA 





































“HITS” wherever 
teen-agers gather! 


The rock 'n roll rhythm of the hi-fi centers all eyes on the feet ... and 

these tasseled Parade boots can really get into the swing of 
things! Smartly styled and expertly made ... by Acme'’s skilled boot- 
makers. In white only, with tassels of white or any school color 
or combination. 






7611 


-+- for growing girls—Sizes 312 


through 10, A’ and ‘‘C”’ widths r 
cost 10 You... $4.75 is 


6611 


.+. for children and misses 

Sizes 82 through 12, ‘‘D"’ width only 

Sizes 12 through 3, “B'’ and “‘D” widths 
cost To you ... $3.55 











. ++ for growing girls—As 7611, made 6611 NS g 

over low heel last, with broad surface ... for infants 

8/8 heel Sizes 4 through 8, ‘'D’’ width only 
cost TO You... $4.75 cost TO You... $2.95 


| Free Catalog on Request = acme soot comPANY, inc., Clarksville, Tennessee 


Wellingtons E ngineer Boots 
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WORLD’S —_ BOOTMA > 
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PROTECTS “AND 
PRESERVES LEATHER 
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sales appeal plus! 


Everyone who wears shoes is a prospect 
for Shoe Saver, the most effective water 
repellent ever developed for home treat- 
ment of shoes. Easy to apply, it keeps 
water out and still lets leather breathe. 
Because Shoe Saver makes shoes shed 
water, it protects them against the stif- 
fening and staining from repeated wet- 
ting and drying. Leather stays soft and 
pliable; shoes are more easily cleaned 
ond more comfortable to wear. 





Shoe Sover also gives you the oppor- 
tunity to cash in on the great and grow- 
ing soles appeal of products made with 
Dow Corning silicones. 


sales tested! 


The soles appeal of Shoe Sover is proved 
by an initial sales rate in typical family 
shoe stores of a dozen or more bottles 
co week 
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a repeat seller! 


People who use Shoe Saver like it so well 
they tell others and come back for more. 
One bottle will treat 2 to 4 pairs of shoes 
for a season. 


display-packaged to 
make buyers out of 
eyers! 


Shoe Saver is packed 
12 bottles to a com- 
pact, attention-getting 
counter display box— 
on effective silent 
salesmon. Put it to 
work for you. 


increase your net 
profit! 


Shoe Saver builds store traffic ond net 
profits. It’s a fast moving, dollar item 
with the kind of profit margin you realize 
on most shoe findings. 
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extra-profit-maker 
BELONGS ON 
YOUR COUNTER! 





> ~~ . 
nationally POs! 
advertised! 

A timely series of big SPORTS AFIELD 


2-color ads in these 
great national maga- 


zines will pre-sell Shoe Outdoor life 


Saver, 


free sales helps! 


With every Shoe Saver order, you'll get 
@ traffic-stopping point of sale display 
ond attractive window 
streamer to attract 
customers into 
your store. 






















Display nationally advertised Shoe Saver on your counter and 





Shoe Saver $ells 














mention it to your customers. Shoe Saver will quickly pay for 
its space in extra profits. Order from your distributor now to 
get the most out of the big national advertising program 
behind Shoe Saver. 






first in silicones 


DOW CORNING 
DOW CORNING CORPORATION Buhay 


Midland, Michigan 
Dow Corning Silicones Ltd., Toronto, Ontario 


es 
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contact my By by personal sales representative 
for shoes of 


genuine Australian 


qaroo 


IN STOCK 


for immediate delivery 





oraham-brown dé 
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shoe company 


1715 N. INDUSTRIAL BOULEVARD 
DALLAS 7, TEXAS 


STYLE 158 


Sizes 6 to 12, 
D and EEE widths. 
$5.75 


GRAHAM-BROWN SHOE COMPANY TE peter 


1715 N. INDUSTRIAL BOULEVARD « DALLAS 7, TEXAS 





Biltrite Surestep Soles 
also available in 


Nylon Cord 


Saf-T-Cel 


Neoprene 
Cor 


Wear-proven on millions of pairs 


for SAFETY and DURABILITY 


BILTRITE SURESTEP 
NEOPRENE SOLES 


Top quality compound especially developed to meet the most 
rigorous demands of industrial use. 


® Resists oil, grease, chemicals and acids 
® Extra rugged for long service 
® Comfortable, resilient and flexible 


® Styled for modern industrial use 


World’s largest producer of shoe soling materials 


BILTRITE 


iy 


HEELS AND SOLES'| 


Printed in U.S. A, 
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AMERICAN BILTRITE RUBBER COMPANY Chelsea 50, Mass. 


Warehouses: 2440 Enterprise Street, Los Angeles - 1010 Gratiot Street, St. Louis - In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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Revolutionary sole made with 


NEOPRENE plus NYLON CORD 





NEW 











Exclusive! 


BILTRITE SURESTEP 
NYLON CORD 
NEOPRENE SOLES 


Dupont Nylon Cord — the same nylon cord used in premium 












auto tires — gives these slip-resistant neoprene safety soles all 
these advantages: 


® Far more rugged wear 


® Greater abrasion resistance 
Biltrite Surestep Soles 
also available in 
® Extra resistance to oil, grease, 


Neoprene : : 
F acids and chemicals 


® Comfortable resilience and flexibility 


Saf-T-Cel wi) World’s largest producer of shoe soling materials 


Neoprene 
or 
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AMERICAN BILTRITE RUBBER COMPANY Chelsea 50, Mass. 
Warehouses: 2440 Enterprise Street, Los Angeles - 1010 Gratiot Street, St. Louis - In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que, 


































personal sales representative 
for shoes of 


genuine Australian 


qaroo 


IN STOCK 


for immediate delivery 


a 


>, 















shoe company 


1715 N. INDUSTRIAL BOULEVARD 
DALLAS 7, TEXAS 


STYLE 158 
Sizes 6 to 12, 

D and EEE widths. 
$5.75 





STYLE 198 





GRAHAM-BROWN SHOE COMPANY 


1715 N. INDUSTRIAL BOULEVARD «+ DALLAS 7, TEXAS 






Sizes 6 to 12 
D and EEE widths. 
$6.50 

















National Shoe Fair Sets Retailers Aid Clinic 





Arrangements Made With Northwestern University Faculty Members 
For ‘Store Management-Expense Control Clinic’ and Consultation Aid 


CuIcaGco—The Joint Committee of 
the National Shoe Fair, to be held in 
Chicago October 28 to November 1, 
1956, announced completion of arrange- 
ments with members of the faculty, 
School of Commerce, of Northwestern 
University, to conduct a “Store Man- 
agement-Expense Control Clinic’ dur- 
ing the Fair. 





JAMES R. HAWKINSON 


As an outstanding educational fea- 
ture of the National Shoe Fair for a 
number of years, it again makes this 
business service available, without cost, 
to all interested visiting shoe retailers. 
The “Store Management-Expense Con- 
trol Clinic” has proven beneficial in the 
past to hundreds of retailers desiring 
to have their store operations examined 
by business authorities qualified to 
recommend remedies for ailing operat- 
ing procedures and management con- 
trols. 

While the Joint Committee has long 
recognized the Fair as the shoe indus- 
try’s dominant show providing shoe 
buyers with an unmatched opportunity 
for placing complete shoe requirements 
in a single market, it will now offer 
retailers a consultation business service 
for examining their management prob- 
lems, the greatest of which are increas- 
ing costs and shrinking profits. 

With higher wages and higher oper- 
ating costs on the rise, retailers are 
searching for answers to unsnar] these 
and numerous other problems now con- 
fronting them. 

It will be possible, during the Fair, 
for shoe retailers to have their operat- 
ing figures analyzed by outstanding 
business authorities and specialists in 
the field of retailing. No time limit is 
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placed on the conferences and consul- 
tants will allot to each case as much 
time as is necessary, it was reported. 
Kvery member of the staff has been 
intimately associated with retail stores 
and brings accepted practices in proven 
merchandising methods. Their approach 
to the problems of retailing is a fac- 
tual one. Contacts with retail opera- 





RICHARD M. CLEWETT 


tions provide them with a background 
of practical experience which enables 


them to advise retailers on current 
methods and the latest management 
techniques for improving their opera- 
tions. 


No merchant need hesitate to discuss 
his most intimate business problems 
with members of the staff. All confer- 
ences are confidential “across-the-table” 
type of consultations. Retailers baffled 
by low profits, high selling costs, and 
heavy inventory problems are invited to 
talk shop. 

The four business specialists who will 
be available for consultation during the 
fair are: James R. Hawkinson, profes- 
sor of Marketing, who has been con- 
nected with sales and marketing for a 
number of years and launched the ini- 
tial “Store Management-Expense Con- 
trol Clinic” for the National Shoe Fair; 
Lynn H. Stockman who for two years, 
conducted courses at Northwestern 
University on creative selling of shoes; 
Ralph L. Westfall, associate professor 
of Marketing, identified with many 
phases of business management and 
retailing, and Richard M. Clewett, 
chairman, department of Marketing, 
who served for a number of years as 
member of the “Store Management-Ex- 
pense Control Clinic” for the Fair. 


Rise Scored by St. Louis 
Department Store Shoe Sales 


St. Louis—Sales of footwear by St. 
Louis department stores for the first 
seven months of 1956 showed increases 
over sales during the corresponding 
period of 1955, according to tabulations 
recently released by the research de- 
partment of the Federal Reserve Bank 
of St. Louis. . 

Sales of children’s shoes were up 14 
per cent over this time last year, while 
sales of women’s footwear showed an 
increase of eight per cent, over 1955 
figures. Men’s and boys’ shoes and 
slippers were listed as up 15 per cent 
for the period, as compared to last 
year. All figures are based on retail 
dollar amounts. 

Stocks of shoes on hand in depart- 
ment stores were also reported as up, 
with women’s shoes up 22 per cent in 
July, 1956, as compared to July, 1955. 
Children’s shoes were up 27 per cent 
and men’s and boys’ shoes and slippers 
up 28 per cent in St. Louis in July as 
compared with stocks on hand in the 
corresponding 1955 period. 


Sterling Acquires Last Firm 

LONG ISLAND City, N. Y.—The Ster- 
ling Last Corporation here announced 
the acquisition of the Mississippi Val- 
ley Last Company of St. Louis. 

David Sterling, of the New York 
firm, said plans are under way to install 
completely new turning lathes and 
other precision equipment. The new 
factory will be known as Sterling Last 
Missouri Company, Inc., with an ad- 
dress at 5050 Farlin Avenue, St. Louis. 

Tom Proctor will remain as general 
manager of the new plant while How- 
ard Moore will become the new sales 
manager. 





To conserve the time of retailers and 
members of the clinic staff, appoint- 
ments may be made in advance or, upon 
arrival at the Fair, with the registrar 
in attendance. 

Members of the clinic staff have pre- 
pared a_ confidential merchandising 
statement listing the information re- 
quired for an accurate individual analy- 
sis of store operations. 

The clinic schedule is as follows: 
Monday and Tuesday, October 29 and 
30, from 9:30 A.M. to 12 noon and 2 
P.M. to 4:30 P.M. Wednesday, October 
81, from 9:80 A.M. to 12 noon. 

Retailers desiring to make appoint- 
ments in advance, or wishing a copy of 
the confidential merchandising state- 
ment, should write to the office of the 
National Shoe Fair, 953W Palmer 
House, Chicago 90, Tl. 
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Bronze Bust of General Wood in Mercants’ Hall of Fame 


Cuicaco—General Robert E. Wood, 
retired board chairman of Sears, Roe- 
buck & Company, who was elected in 
1955 to the Merchandise Mart Hall of 
Fame, was honored at special cere- 
monies September 17. A bronze bust 
of his likeness was placed on the Mer- 
chandise Mart Plaza to stand with 
those of six other great American mer- 
chants previously elected. 

General Wood is the first living mer- 
chant to be elected to this coveted place 
among the world’s great contributors 
to the advance of retail q 
His long career has been distinguished 
by outstanding success in two separate 
dields—the military and business. 

A general officer at 39, he served dur- 
ing World War I as acting quarter- 
master general and director of pur- 
chase and storage for the entire U. S. 
Army. During World War II he served 
as civilian advisor to the Army and 
Air Corps. 

Retiring from the Army in 1919, he 
began a career in the business world 
that was to earn him world-wide rec- 
ognition in the field of mass merchan- 
dising. He began his long asosciation 
with Sears in November, 1924, having 
previously been vice-president and gen- 
eral merchandise manager of Mont- 
gomery Ward & Company. As vice- 
president, president, and then board 
chairman of Sears, he guided the firm 
from a strictly mail-order house to the 
present-day combined mail-order and 
retail store system of international 
scope. Sears, with annual net sales of 
approximately $3 billion is called the 
world’s largest distributor of consumer 
goods. 


February, 1925, saw the first retail 
store opened—strictly as an experiment 
—in a corner of the Chicago mail order 
plant. Its success was immediate and 
by the year’s end six others were in 
operation. When General Wood was 
elected president of Sears in 1928, the 
retcil expansion was in full swing and 
during 1928 and 1929 a new store was 
opened on an average of every other 
day. By the end of 1938 the retail di- 
vision topped the mail order division 
in sales volume and today the com- 
pany’s 700 stores account for more than 
70 per cent of the combined volume. 

He was elected chairman of Sears’ 





ROBERT E. WOOD 


board of directors in January, 1939, 
succeeding Lessing Rosenwald, son of 
the late Chicago philanthropist, Julius 
Rosenwald, who had retired. He con- 
tinued to direct Sears through the 
years of World War II while finding 
time to lend his services to the govern- 
ment. As general consultant on Air 
Corps supply, he made two trips around 
the world in 1943-45, visiting all fronts 
and flying a total of more than 200,000 
miles. He was awarded the Legion of 
Merit for his outstanding services. 

In November, 1942, General Wood 
embarked on his second great retail 
experiment—this one international in 
scope. A Sears store was opened in 
Havana, Cuba, which, despite the 
handicaps of the war, was a success 
from the start. Subsequent stores have 
been opened in Central and South 
America and today Sears’ investment 
in its international divisions exceeds 
$33 billion. 

General Wood received the Thomas 
F. Cunningham Award in 1949 for his 
contribution to better understanding 
and friendly international relations be- 
tween the people of the United States 
and Latin American countries. He re- 
tired as board chairman of Sears in 
April, 1954. 

Merchants previously elected to the 
Hall of Fame have been Marshall Field, 
Frank W. Woolworth, John Wana- 
maker, George Hunting Hartford, Ju- 
lius Rosenwald, and Edward A. Filene. 





Plymouth Rubber Officer Named State Department Aide 


Boston—Walter H. Bieringer, promi- 
nent industrialist and vice-president of 
Plymouth Rubber Company, Inc., Can- 
ton, Mass., has been appointed by the 
Department of State as a United 
States delegate to the Intergovernment- 
al Committee for European Migration, 
(ICEM). 

Mr. Bieringer will represent the 
United States in Rome September 29 at 
a celebration commemorating the 500,- 
000th European migrant under the 
present United Nations program, and 
on October 1 he will attend the ICEM 
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Conference in Geneva, Switzerland. 
A recognized authority on immigra- 
tion problems, Mr. Bieringer was a 
State Department delegate to the 
UNESCO Conference on cultural inte- 
gration in Havana, Cuba, last May. 

He was Massachusetts Displaced Per- 
sons Commissioner, appointed by Gov- 
ernors Bradford and Dever, and was 
appointed by Governor Herter as chair- 
man of the Governor’s Commission on 
Refugees. He is at present a con- 
sultant to the State Department on 
refugee affairs. 


St. Louis Manufacturers Up 
First Half Shoe Production 


St. Louis — A total of 47,085,448 
pairs of shoes were produced during 
the first half of 1956 by member firms 
of the St. Louis Shoe Manufacturers 
Association, according to figures re- 
cently released by Arthur H. Gale, 
executive secretary of the association. 
This total represents an increase of 
434,896 pairs over the 46,650,552 


produced during the corresponding 
period of 1955. 
In women’s footwear, 22,087,637 


pairs were produced from January to 
June, 1956, inclusive, representing a 
decrease of 831,872 pairs as against the 
same months last year. Production of 
children’s shoes was down 240,824 
pairs for the six months, from 17,114,- 
958 last year to 16,874,134 this year. 

Men’s shoe production showed an 
increase of 1,507,592 pairs over last 
year, making a total of 8,123,677 pairs 
for 1956 as against 6,616,085 pairs for 
the corresponding period of 1955. Ac- 
cording to Mr. Gale, this “phenomenal 
increase in men’s shoe production” 
probably reflects the increased emphasis 
on young men’s styling. “Advertising,” 
Mr. Gale stated, “has resulted in in- 
creased demand for high styling, 
especially in the young men’s age 
bracket.” Totals do not include military 
footwear. 

Decreases in women’s and children’s 
production were not considered alarm- 
ing by Mr. Gale. “Judging from pres- 
ent indications,” he noted, “we of the 
St. Louis Shoe Manufacturers Asso- 
ciation have every reason to believe 
that losses shown in women’s and chil- 
drens’ production for the first six 
months will be offset in the final 1956 
figures.” 





Survey Sees Cushion 
In Shoe Output Decline 


New YorkK—Despite the establish- 
ment of record production totals in the 
first six months of 1956, earnings of the 
shoe industry have failed to keep pace 
with sales gains. The Value Line In- 
vestment Survey published by Arnold 
Bernhard & Co., notes that hide and 
leather prices, which had been in a 
steady secular downtrend as demand 
for meat increased more rapidly than 
that for shoes, have now begun to share 
in the general price inflation. 

This factor in conjunction with rising 
wages and the greater concentration of 
output this year on low-priced, low- 
margined footwear, mostly of the cas- 
ual type, has been largely responsible 
for the narrowing of profit margins. 

The Value Line Survey expects that 
as long as retail buying continues at a 
high level, it will probably serve to 
cushion any decline in shoe output, and 
points out that price increases averag- 
ing four per cent on the new fall lines 
will help to arrest any further narrow- 
ing of profit margins and earnings 
downtrend. 
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Morse Takes Control 
Of Brauer Brothers 


St. Lours—Control of Brauer Broth- 
ers Shoe Company has been acquired by 
Lucius B. Morse, a director of the com- 
pany, through his firm, Morse Invest- 
ment Company. 





ROY SUNDLING 


Following the control shift from 
Brauer interests to Mr. Morse, election 
of officers was held. Roy Sundling, 
former Brauer vice-president in charge 
of sales, went in as president of the 
shoe company. Nicholas J. Just was 
elected first vice-president, Fred Wag- 
ner second vice-president, and Herbert 
C. Fischer was named treasurer. 

A native St. Louisan, Mr. Sundling 
joined Brauer Brothers 33 years ago, 
starting in the shipping room, and 
served the company in a wide range of 
capacities during his career. According 
to Mr. Sundling, the policies of the firm 
will follow the same general lines as 
they did prior to the death of Arthur 
J. Brauer, Jr., who was president at 
the time of his fatal airplane accident 
on July 20, 

Lucius B. Morse, through his Morse 
Investment Company, publishes the St. 
Louis Daily Record and the St. Louis 
Countian, both legal newspapers which 
make public record of vital statistics 
and court proceedings. Morse Invest- 
ment also publishes three weekly sub- 
urban newspapers, plus a monthly 
newspaper, Construction Record, 

Mr. Morse now holds more than 51 
per cent of the Brauer common stock 
cutstanding, the major part of his re- 
cent purchase coming from Brauer in- 
terests. Purchase price of the newly- 
acquired shares was not divulged. Ac- 
cording to Mr. Morse, under the new 
control arrangement he will act as 
chairman of the board of directors, lim- 
iting his activities to company policies, 
not including actual shoemaking opera- 
tions, The firm manufactures women’s 
shoes under the brand names Paradise 
Shoes, Paradise Kittens and Confettis. 
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Most Modern Florsheim Opens in ’Frisco October 15 


Cuicaco—The Florsheim Shoe Com- 
pany announced it will open its newest 
and most modern retail shoe unit at the 
corner of Post and Stockton Streets, 
in San Francisco on or about October 
15. 

A unique departure in shoe merchan- 
dising, originated and developed by 
Florsheim, will be a shoe displayer 
which will occupy almost the entire 
area of one wall. On this fixture, one 
each of the more than 200 styles avail- 
able in the store will be permanently- 
displayed for easy customer selection. 

This new Florsheim Shoe Shop will 
be the third in downtown San Fran- 
cisco, and the company will continue 
to operate its two present units at 756 
Market Street and 680 Market Street. 

Designed and planned to fit into the 
setting of the location, the new store 
will be strictly custom in character and 
will incorporate every new concept of 
architectural design, furnishings, decor, 
and modern trends in merchandising 
display and selling, company officials 
declared. 

The exterior will be faced in blue 
pearl granite, especially imported from 
Sweden. Against this a powerful neon 
identification will be installed. Key- 
noting the corner will be a gigantic 
vertical illuminated sign 40 feet high 
by 8 feet wide, in background coloring 
and illumination to harmonize with the 
store front. 

The interior, with a sales area of 36 
by 16 feet will be luxurious in every 
respect. It is explained that the main 
aim has been to capture the true feeling 
of San Francisco and what it stands 
for as one of America’s leading cities 
in style and quality merchandising. 

Dominating the color scheme will be 


wall-to-wall burnt orange carpeting, 
walnut paneling, and genuine tortoise- 
shell wallpaper. Interior illumination 
will be supplied by means of especially 
designed and custom-built multiple 
lamp brass hanging fixtures. 

This third unit in the San Francisco 
Florsheim group will be under the man- 
agement of F. A. Silvestry and under 
the general management of Harry H. 
Carr who heads up all Florsheim oper- 
ations throughout the northwest area, 

The store was designed by Harry D. 
Koepke, the firm’s retail store architect. 





United States Shoe Shares 
Listed on N. Y. Exchange 


CINCINNATI—Common shares of the 
United States Shoe Corporation were 
to be traded on the New York Stock 
Exchange for the first time September 
17, it was announced by Joseph S. 
Stern, chairman, and A. B. Cohen, 
president of the corporation. 

United States Shoe met all the 
requirements of both the New York 
Stock Exchange and those of the 
Securities Exchange Commission. 

The board of directors of the com- 
pany felt the new listing would bring 
about “a wider distribution and a more 
ready market for purchase or sale” 
of its shares, which for years were 
traded freely “over the counter.” 

United States Shoe manufactures 
such well-known brands of shoes as 
Red Cross Shoes, Cobbies and Joyce. 

Mr. Cohen and Mr. Stern, in making 
the announcement and noting that the 
company is now geared for further 
expansion and growth, said it is en- 
joying the largest volume of sales in 
its history. 





Selby Consolidates Portsmouth Production 


PorTSMOUTH, O. — The Selby Shoe 
Company will shortly consolidate all its 
operations under one roof here, after 
the facilities in its Manchester, N. H. 
plant are brought back to the Ports- 
mouth factory, it was announced by 
Morris Chaitlen, president and chair- 
man of Selby. 

The plant removal calls for shipping 
to Portsmouth of lasts, patterns, 
leather, shoe stock inventory, and some 
manufacturing equipment. 

Mr. Chaitlen said he hopes to have 
the Manchester plant assets set up and 
ready for operations when spring 
production begins about November 1. 
He said there is plenty of space in 
Portsmouth to absorb equipment of the 
Manchester unit and that the com- 
pany hopes, by means of the move, to 
reduce its overhead costs, to which idle 
space at the Portsmouth plant has 
contributed. 

The Manchester plant may be sold. 

Charles C. Christopher, plant man- 
ager at Manchester, has been trans- 
ferred to Portsmouth as operating 
manager. He was formerly in charge 





of quality control at the Portsmouth 
plant. He was transferred to Man- 
chester in 1949. 

Mr. Chaitlen said Wallace H. Benton, 
general manager, will concentrate full- 
time efforts on sales. He has served 
Selby for many years as territorial 
salesman and general sales manager. 

Julius Johnson, superintendent at 
Manchester, will also return to the 
Portsmouth plant. He is a former 
department superintendent and a 
former company secretary. 

Al Marhoff, a vice-president in the 
new Selby management, will move to 
Portsmouth from Chicago for full-time 
assignment. Joseph R. Donohoe will 
continue as secretary of the company. 
He had declined an offer to join Roger 
A. Selby in Selby International, Inc., 
which Mr. Selby formed with the pur- 
chase of the foreign interests of the 
Selby Shoe Company. 

A portion of the company’s Styl-Eez 
line had been produced at the Man- 
chester plant, Average there was 2,800 
pairs a day. 
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First Five Star Salesmen Contest Winners Announced _L. E. Langston, NSRA 


New York—The first five Star Shoe 
Salesmen for 1956 to be picked in the 
American shoe industry were an- 
nounced by Paul O. MacBride, chair- 
man of the National Shoe Fair. 

A total of 18 salesmen will be selected 
for the industry’s highest honor in the 
nationwide contest conducted in cooper- 
ation with the National Shoe Fair by 
leading American shoe companies. The 
remaining winners were to be an- 
nounced later. 

The first five were: Herbert E. 
Brown, Irving, Tex., Pfeiffer’s, Inc., 
Worcester, Mass.; Harry S. Glassman, 
North Hollywood, Calif., Bates Shoe 
Company, Webster, Mass.; Leo Mena- 
ker, Chicago, American Girl Shoe 
Company, Boston; Carl Verberg, Rock- 
ford, Mich., Leverenz Shoe Company, 
Sheboygan, Wis.; and W. F. Richter, 
Chicago, Trimfoot Company, Farming- 
ton, Mo. 

The winners were picked by their 
own companies on a rating form that 


included such major points as sales, 
promotional ability, home office rela- 
tions, personal habits and character. 
Each of these main categories had vari- 
ous subdivisions that included such 
points as sales volume, new accounts 
sold, assistance in home office promo- 
tion plans, credit relations, control of 
traveling costs, personal appearance 
and efforts at self-improvement. 

Aside from any special company re- 
wards, these Star Salesmen receive an 
expense-paid trip to National Shoe 
Fair — world’s largest shoe show —a 
handsome winged-foot trophy, a lapel 
pin, and are guests of the industry at 
a special awards dinner. 

The promotion, sponsored by the Na- 
tional Shoe Fair, is regarded as a con- 
tributing factor to the steady increase 
in American shoe production and sales. 
Last year United States shoe produc- 
tion totaled 576,973,000 pairs and the 
nation accounted for about 40 per cent 
of the world consumption of shoes. 





New Department Features 
High Fashion Exclusively 


Cuicaco—A new department de- 
voted exclusively to high fashion shoes 
has been opened by Chas. A. Stevens 
& Company. The new department, lo- 
cated on the balcony just adjacent to 
the main floor shoe department, is 
known as Gallerie Petite. An excellent 
response to this new departure and ex- 
panded operation for Stevens is re- 
ported. 

All fashion business from $16.95 up 
is concentrated in this section. This 
includes Pallizio, Pandora, and Fern 
lines as well as other very high fashion 
types which will be featured from time 
to time. Extreme mule type shoes of 
Springolator construction and with 
elaborate jewel trim were almost com- 
plete sell-outs during the opening of 
the department. 

The first floor shoe department re- 
mains a strictly women’s department 
specializing in arch type, walking type, 
and tailored shoes for which this store 
has been famous for many years. Flor- 
sheim shoes have been added to this de- 
partment which also features Foot- 
savers. 

The rest of Stevens’ shoe operation, 
which is under the direction of Roy 
Belz, is rounded out on the second floor. 
This department carries all shoes from 
$9.94 to $15.95, all casuals, all flats, 
all slippers, and all wedgies. 





Milwaukee Shoe Company 
To Move to Sturgeon Bay 


MILWAUKEE — The Milwaukee Shoe 
Company will move to Sturgeon Bay 
at the end of February, it was an- 
nounced by the firm’s president, Frank 
Ripple. 

Its Milwaukee factory, located at 215 


28 


West Maple Street, has been turning 
out about 1,800 men’s and boys’ work 
shoes daily. The firm, a family enter- 
prise, was founded in Milwaukee 43 
years ago. 

Stanley Schilbrach, financial secre- 
tary, treasurer and business manager 
of the Boot and Shoe Workers Union 
here, said the move follows the pattern 
of other shoe manufacturers in trans- 
ferring to smaller towns. He said the 
“availability of labor” was one of the 
advantages the company was counting 
on in the move. 

The company will occupy a $250,000 
building constructed for it by the 
Sturgeon Bay Development Corpora- 
tion. It has 40,000 square feet of floor 
space. It was said the Milwaukee Shoe 
Company expects to expand its pro- 
duction to 2,400 pairs of shoes daily 
in the new plant. 


NSTA to Hold Chicago 
Convention October 24-26 


Cnuicaco — The forty-sixth annual 
convention of the National Shoe 
Travelers’ Association will be held 
here October 24-26 at the Hamilton 
Hotel. 

Pre-convention meetings of directors 
and officers will be held at 1 P.M. 
October 24 and 9:30 A.M. October 25. 

The regular convention will be called 
to order October 25 at 1:30 P.M. The 
first session will be devoted to reports 
of officers, regional governors and 
standing committees. The second ses- 
sion, during which the election of 
officers will take place, will be held 
October 26 at 9:30 A.M. 

The office of the travelers here said 
tickets are available at $4 each for 
the banquet to be held Thursday, 
October 25 in the Hotel Hamilton. 


Executive V-P, to Retire 


£ 





L. E. Langston, executive vice-president 
of the National Shoe Retailers for 21 
years, will retire November 1. The as- 
sociation will retain Mr. Langston in- 
definitely, however, as consultant in in- 
ter-association and industry affairs. 





Mutual Shoe Sets Up Bureau 
To Get Advance Fashion Data 


MARLBORO, MAss.—In view of the 
growing importance of coordinating re- 
tail shoe merchandising with the over- 
all fashion picture, Mutual Shoe Sales 
Company has established the Foot 
Flairs Fashion Bureau, it was an- 
nounced by David Stein, president. 
Main function of the new division will 
be to supply retailers with authentic 
advance information for integrating 
shoe promotions with upcoming fashion 
trends. 

Kay Sleater, director of fashion and 
design for Foot Flairs, will direct the 
activities of the bureau. Victor Bennett, 
merchandise and promotion director, 
will work closely with her in helping 
retailers plan use of the bureau’s re- 
search. 

Current surveys among American 
fashion editors and major fashion 
sources in the textile, leather and ap- 
parel industries will be supplemented 
with periodic visits to couturier houses 
and international resorts in the Euro- 
pean market and the Orient. 

A feature of the Fashion Bureau’s 
activities will be pilot studies in a 
network of representative retail stores 
throughout the country. In these stores, 
periodic spot checks will be made of 
consumer buying preferences. New 
Foot Flairs styles will be tested on 
these “retail proving grounds” in ad- 
vance of the normal selling season, 
with the most sucessful numbers to be 
udopted for the firm’s in-stock service. 


Christian Joins Eagle Staff 


Everett, Mass.—The Eagle Shoe 
Manufacturing Company, here, an- 
nounced the recent addition of Fred 
Christian to its sales staff. Mr. Chris- 
tian formerly traveled for the Endi- 
cott-Johnson Corporation. His terri- 
tory will be in the midwest states in- 
cluding New York, Michigan and Ohio. 
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The New Gardner plik 
Redi-Tote|} snoe Box 


TRADE MARK 


Gives ‘‘STRAIGHT-THRU'’' Service 











... Plus the convenience of an 
AUTOMATIC Built-In CARRYING HANDLE! 





Vaisey-Bristol recognizes the advertising value and savings that printed Redi-Tote shoe boxes can 
attain for both manufacturer and retailer. They are just one example, Redi-Tote is furnished as a 
2-piece blank, printed to the manufacturer’s own specifications and design on ali six surfaces. Redi-Tote 
can be set up on most existing in-plant box forming equipment and is stronger because of its glued, 
double-walled construction. Retailers like them for in-stock use too, because they have the features 
of a conventional bux, WITHOUT CHANGING HANDLING HABITS . .. plus the added advantage 
of the built-in handle, which saves time and wrapping material. 


Uwe lov Su-Stick. Strage Sezer 





BENEFITS A 
TO MANUFACTURERS : 

* SAVES WAREHOUSE SPACE . . . stores riat atin 
* ADVERTISES shoe brand name OF STORAGE 
* TWO PIECE... set up as needed SPACE 


* STRONGER .. . double-sidewalls and corners 
* BUILT-IN HANDLE provides a service to 
retailers 


PROFITABLE TO RETAILERS 


* ENCOURAGES “TAKE-WITHS” 

* SPEEDS UP brand name identification on shelf 

* POPULARIZES shoe brand name all over town 

* SAVES RETAILERS TIME and wrapping 
materials 


* CONVENIENT Built-In handle r 
; in handle speeds up 





SHOIN TS 











PRINTED SAMPLES! 
and information on re- 
quest. Address: 








America’s Leading Retail Box Manufacturer 
The GARDNER BOARD and CARTON COMPANY 

Retail Folding Box Department 
LOCKLAND, CINCINNATI 15, OHIO 







HELPFUL TO CONSUMERS 


© ATTRACTIVE and stylish 
¢ EASY TO CARRY 
* SAVES SHOPPING TIME 
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New watchword on oil-resistant shoe soles 


There’s a new word to watch for in judging oil-resistant shoe 
soles. It's CHEMIGUM—a word long known to rubber com- 
pounders as meaning the maximum in quality. 


CHEMIGUM is the trade name for a nitrile rubber made only by 
Goodyear. This tailor-made synthetic rubber has been fully 
proved to be more resistant to petroleum products—and to 
wear—than many other specialty rubbers in many products, 
including shoe soles. 






But now something new has been added. Anew CHEMIGUM 
imprint has been created so that everyone concerned— 
manufacturer, retailer and consumer—may be sure he 
is getting top quality, oil-resistant soles. 


Make CHEMIGUM your watchword on quality. Look for the 
imprint. Ask your usual supplier for the full story. Or write 
to: Goodyear, Chemical Division, Akron 16, Ohio. 


GOODSYEAR 


Chemigum-T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 





CONTAINS 


CHEMIGUM® 














For Comfort ana 
Preserved Beauty 


of 


Toe Contour 


For toe comfort and that “showroom” look 
in the toe area .. . rely on ‘‘Celastic.”’ 
Use “‘Celastic” for firm box toes, ‘Soft Box Celastic” for supple 
but resilient toe area support. Either material can be 
depended on for faithful performance and good looks. 
There’s a “‘Celastic”’ for unlined footwear, too, Coloate in © ragleered wedemert of tho Coteate Cop. 


UNITED SHOE MACHINERY CORPORATION +- BOSTON, MASSACHUSETTS 
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See Se 





= See 


See eae 


she insists on the shoes 





Well, maybe she won’t be quite that tough about it, but 
why cross her when she’s so partial to the shoes she sees in 
Woman’s Day? It’s the magazine millions of women believe 
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the NATIONAL magazine 


in—including many who shop at the A&P in your neighbor- 
i hood. If you'd like to have an edge on this business, let 
them know you've got the shoes they see in WOMAN’S Day. 
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STYLES 
for JUVENILES 





Taylor SHUGOR strikes a 
note of comfort-in-action 





for juvenile footwear 
- «+ at the proper pitch 

of youthful styling .. . 
harmonizing fit with 

teen-age fashion 


preferences. 






Pleated leather-covered 
SHUGOR provides 
excellent fit-ability 
in perky vamp throat. 









This rugged casual fits 


os snugly because of la 
SHUGOR concealed ’ A 
under the strap, ; 
ie ff Pixie-styled for 
uae aS fun-and-frolic this 


sporty shoe fits smartly, ° 
thanks to its Taylor an 
elastic cord, 








A saucy casual pump fitted 

to the foot by SHUGOR 
concealed beneath the 

ornamental wings, 










THOMAS TAYLOR & SONS 


mu N MA h 








a Copr, 1956 Thomas Teylor & Sens 
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Brisk Last Quarter Predicted 


Government Spending 
Cancels Tax Cut Prospects 


Record Christmas Forecast 





er ee 


Newsreel 
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by George H. Baker 








Retail sales of footwear should spurt ahead handily in the final three 
months of this year, All the economic signs in government circles indicate 
brisk sales, both at the retail level and the manufacturing level, in the 
October-December quarter, 

“It looks like very good business, right through Christmas,” says 
J. G. Schnitzer, director of the Leather, Shoes and Allied Products 
Division, U. S. Department of Commerce. 

“Everybody is optimistic about sales and maintained demand for 
the fourth quarter,” Mr. Schnitzer says. “Both manufacturers and retailers 
are sharing in this optimism,” 

Retailers, Mr. Schnitzer notes, have reduced their hold-over inventories, 
and are now in an ideal position to make additional purchases from thei: 
suppliers, (Many manufacturers have been complaining that retailers 
were over-cautious this past summer in replacing their stocks, ) 

If retail sales are moving at a healthy rate in early October, merchants 
will be forced to re-order in quantity. (Trade in early September was 
especially brisk in children’s shoes, but full reports on the back-to-college 
trade were not yet available.) 

Nation-wide, the business picture continues to be bright. Employment 
is at an all-time high, unemployment is almost non-existent, and national 
income is roaring ahead toward a record-breaking peak, Consumers have 
money to spend, and they intend to spend it. Footwear retailers, by dint 
of a little extra sales effort, should have no trouble sharing in this 


prosperity, 


Prospect of tax cuts effective for all, or even part, of 1957 are dimming 
as government expenditures continue to rise as fast as a booming economy 
can provide extra tax revenues to the Treasury. 

New estimates place this year’s budget surplus at only $700 million 
not enough to finance a significant personal or business tax reduction. 
Officials always guess on the low side, so a somewhat larger surplus 
would not be unexpected, But it would take $2 to $3 billion to finance 
a tax cut program of any size, 

Despite the gloomy budget picture, congress will do a lot of tax-cut 
talking next year, since both party platforms promise tax cuts. Most 
likely outcome, unless tax revenues really blossom, is that cuts won't go 
into effect before 1958, 


Consumer installment credit. outstanding—-new debt matched against 
repayments—-and personal income both continue to rise, lending weight 
to retail experts’ forecasts of improving business this fall and record 
breaking Christmas sales in most areas, 

Consumer credit outstanding increased by a hefty $299 million during 
June, according to the Federal Reserve Board, This rise compares with an 
increase of $230 million last June, but an increase of more than double 
that, $765 million, in June of 1954, 

Automobile loans again accounted for most of the increase, $201 
million, and personal loans jumped by $74 million, an increase somewhat 
larger than usual for the month, 

Economists who have been debating the health—-or lack of it--in the 
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More Government Statistics 


Bad Cheek Warning 


Post Office Xmas Present 


Secial Security Tax Increase 











Newsreel eee (continued ) 


mounting total of consumer credit are widely split on whether there is 
an incipient danger. One expert, Sidney E. Rolfe, an economist with 
C.1.T. Financial Corp., and lecturer at Columbia University, blames the 
difference in opinion on natural biases of economists, and a difference 
or lack of clarity in the social objectives of economists. 


Businessmen are going to get a bumper crop of new statistics between 
now and next June 30 as the government will spend a whopping $35 
million, $3 million more than last year, totalling up various types of 
statistics. 

Here’s where some of the extra funds will go: Price indexes will be 
improved at a cost of $100,000; construction and housing statistics will 
also be made more accurate; production and distribution statistics are 
due for a big shot in the arm with $1.5 million extra to be spent to im- 
prove tabulations of farm production and earnings, plus a better sampling 
of retail inventories, and first publication of the new “county business 
patterns” series of reports; national income tabulations will be more 
detailed with the census of business births and deaths being revived; and 
labor statistics will be expanded, with a new $6.9 million study of retail 
wages authorized. 


Merchants and other businessmen who frequently cash checks are again 
warned to make sure of the identity of the endorsers by the U. S. Post 
Office Department. 

Postmaster General Arthur E. Summerfield, in revealing an increase 
last year in thefts from mail boxes and in forgery of money orders and 
postal savings certificates, warns that careless cashing of checks may 
mean a serious loss for a merchant, since the person cashing a forged 
check in virtually all cases “must suffer the loss himself.” 

Thefts of checks and other negotiables from mail boxes accounted 
for 3,113, or 48 per cent, of the total of 6,852 arrests for postal crimes 
last fiscal year, Many mail box thefts are by drug addicts crazed for 
narcotics and needing money to get drugs, Mr. Summerfield says. 


The Post Office Department is considering a Christmas present for 
businessmen and others who mail packages—if they want it. 

Postmaster General Arthur E, Summerfield says the Department is 
considering removing a requirement that packages be marked “may be 
opened for postal inspection.” The change would effect sealed parcel post 
and fourth class packages, and third class parcels containing merchandise 
that weigh less than eight ounces, 

Mr. Summerfield is asking for comment on the proposed red tape 
reduction. If it is favorable, the change will be put into effect before the 
Christmas mail rush, he says, 


Social security taxes paid by both employers and employes will go up 

next year as a result of the new and expanded social security program. 
The new set-up, a compromise from an even broader proposal, will 

raise the tax on January first for both employer and employe by 
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as many JET* BOOTS are BEING SOLD 
NOW, COMPARED TO SALES A LITTLE OVER A 
YEAR AGO. IS YOUR STORE GETTING THE BENEFIT 


or tHis EXTRA PAIRAG 


E item? 
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PRYE J ET BOOTS "em a i in i Sport, Casual, 


Farm and Industrial scheme of American life. Pairage on this item continues 
to bring Retailers Increased Sales and Extra Profits, 














BICALS 


For the one and original FRYE JET BOOTS, write to 


JOHN A. FRYE SHOE CO., Inc., Mariboro, Massachusetts 


*Reg, U.S, Pat. OF. 


Also Makers of Famous Western Boots 
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“BATES 
SHOES 
SELL 


... because 


of Phi Bates 
STYLING 














Styling guided by the famous College Advisory 





Board and by consistent research in the 





college market... styling that makes it so 
much easier to sell college and young-minded 
consumers because you are offering them 
exactly what they want. 
That's why Phi Bates styling sells—and why 
BATES SHOES SELL... as retailer after retailer 
has found to his profit. As a BATES retailer, 


you have already found this out. If you are not 


a BATES retailer, check with us at the 


CHICAGO SHOW or write today for additional facts. 


genr 
goeht e, 
” 


$ 4 
t ‘ 


BATES SHOE COMPANY + Webster, Massachusetts 
Manufacturers of PAL BATES + BATES ORIGINALS + FLOATERS * J-Vs for boys 
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Vernon SINGER, women’s shoe 
buyer of Carson, Pirie Seott & Co., 
Chicago, says: 

“Transition shoes can mean sec: 
ond sales any time of the year. By 
transition shoes, | mean those that 
are not particularly dated as to sea- 


son, These are the dressy range, the 


aa 





kind that make advance fashion 
news, carry over in good quantity 
in the next selling period, and then 
usually become volume the follow 
ing season, Karly in June we pre 
sented a window and other special 
displays of transition shoes, early 
fall daytime into evening atyles, 
These included broadtail and suede 
combinations as well as silke and 
failles and sandal types. They sold 
well then, carried over with ac: 
celeration into fall. We expect them 
to sell right up through the holiday 
season and to be important volume 
next spring, It is always wise to 
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have carry-over styles in stock be 
cause they always mean extra sales 
along with the staples and seasonal 


types, 


a a ot 


FRANK PARKER, area manager 
and shoe buyer for Daniela & 
Fisher, Denver, has a word about 
mid-year clearance sales, He says: 

“When [| have my semi-annual 
sales, | have no sale shoes on dis 
play. For example, when the sum 
mer's clearance sales start, we dis 
play only early fall and transition 
shoes, A customer will come in to 


buy sale shoes and more often than 





not, ahe will leave with a transition 
or early fall shoe, also, One reason 
I follow this policy is because | do 
not like to display shoes in which 
I do not have all sizes, If sales 
shoes are on display, she may ask 
for a 644 B and if T don’t have it, 
she buys nothing, If we have new 


shoes on display, we will have her 
size and will bring out everything 
we have in stock in that size for het 
to see, This practice builds tran 
sition and early fall shoe sales for 
us, At the same time, we get rid of 
our sales merchandise and maintain 
a fresh new look in all of our de 


partmental displays,” 





at 
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M ARGARET CLARK MILLER, 
the distaff side of Margaret Jerrold, 
Ine, New York was a principal 
speaker at the National Shoe Re 
tuilers Association Stylea Confer 
ence at the Plaza Hotel. She told 
the assemblage: 

“Price is no longer a basic stand 
ard, Quality has replaced it, People 
buy for value, The unusual sells and 
so does taste, Key words to the new 
trend must be: Quality . . . Taste 

Taate, 
“Designers have had to become 


manufacturers to be truly success 


a9 








ful. We have seen in the last ten 
years... Dave Evins, Beth Levine, 
Mabel Julianelli and others start 
their own brands where they were 
able to do the kinds of things that 
were wanted; and that they wanted. 
They have torn down the doors be- 
tween the designer’s room and the 
factory. They are synonymous... . 

“There must be a shared respon- 
sibility for the idea between the 
designer and the shoemaker. One 
cannot exist successfully without 
the cooperation of the other. This 





mutual dependence protects the idea 
and carries it out to the waiting 
public. The idea achieves fruition 
and the woman who buys it recog- 
wizes the wholeness of this shoe. 
‘The pattern is meticulously perfect. 
The leather belongs. The construc- 
tion is correct not merely adequate. 
The button is in the right place... . 

“It goes to the retailer who 
anderstands. He is akin to the 
people who made this shoe. Just as 
the manufacturers have cutting, 
so do retailers have customers and 
increasing volume. . . . They are 
the retail counterpart of the design 
manufacturers, Their stores are the 
best displayed and accessorized. 
Their advertising is of the highest 
plane. Their sales people are the 
best informed. The consumer recog, 
nizes this chain of integrity, she 
trusts the store and buys its shoes. 
If you want to redesign your busi- 
ness, copy the character of these 
men, not their windows, That's the 
trend,” 


* . * 


Tue IMPORTANCE of credit as 
a sales tool was emphasized by 
Harold Bick, vice president of 
Commercial Factors Corp., when 
he said: 

“The average company must 
fight harder for business today 





than it has ever had to fight be- 
fore. You've got to offer new 
ideas, new products, new materials 
that will bring greater comfort 
and better living to Americans. 
And, on top of that, you've got to 
make it easier for your customers 
to buy these goods. In other 
words, you've got to rely more and 
more on credit as a sales tool. 

“A manufacturer doesn’t just 
manufacture any more. Very 
often, he’s got to finance a cus- 
tomer’s inventory, take stock for 
him, counsel him on merchandis- 
ing and generally hold his hand 
on all sorts of business problems.” 


Grey MATTER, published month- 
ly by the Grey Advertising Agency, 
put the emphasis on Creative Sell 
ing in their September issue when 
they said: 

“Few people think of the sales- 
man’s job as creative. But today’s 
dynamic, competitive era demands 
more of a salesman than that he be 
a jovial Joe, entertaining Eddy or 
plodding Pete. It demands im. 
agination. .. . 

“The business world is begin- 

















ning to realize more and more that 
selling is very much a creative job 
and that the good salesman today 
must be possessed of ideas, im- 
agination and ingenuity. These are 
as much part of his stock in trade 
as his merchandise. . . . 

“Selling is vital to the American 
way of life because selling provides 
the drive which moves goods to 
where millions of people can enjoy 
them. The horsepower for this drive 
isn’t generated by merely taking 
orders. It gets its force from ideas. 


“It takes ideas and imagination 





to create in your customer a desire 
for your products where no such 
desire exists. It takes ideas to help 
your customer sell the goods he 
buys from you. The most success- 
ful salesman in these intensely com- 
petitive times is the creative sales- 
man, the man with ideas,” 





























"Now, lust stand still for a minute, | want to see what type of shoe you do 
have on your mind.” 
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LIPPERS 





This specially designed unit occupies a corner of the shoe 
section, It is planned [7 over-the-counter selling. W omen 
select their styles, as oad their size, and do their own 
fitting. Stocks are kept beneath display board and behind 
counter, Additional stocks are in adjacent area. 


Year-Round Operation 


A. Permanent Display Space and Adequate Stocks of Slippers 
Make Them a Staple Profit Builder Rather than a Seasonal Item. 


Houser slippers are now definitely a twelve-month 
operation, The shoe retailer who approaches their mer- 
chandising aggressively and maintains his stock is 
bound to gain extra profits throughout the year, There 
will naturally be a sales spurt at Christmas time, 
Mother’s Day, and other gift occasions, but activity 
need not be limited to these periods, 

Department stores have led the way in this changing 
trend in the past few years, However, similar programs 
can be followed by the independent and smaller retailer. 

An outstanding example of the benefits to be achieved 
from year round slipper promotion is Carson Pirie 
Scott & Co., Chicago. Previously this store followed 
the traditional pattern of concentrating stock and pro- 
motion of slippers in the fall and aiming for the Christ- 
mas trade, However, they are now a year round opera- 
tion, given definite space and attention. 

Two years ago a special permanent section was 
created within the shoe department for slippers and 
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at-home shoes. Any leisure type shoe that can be worn 
indoors or outdoors was placed in this category, This 
included certain types of casuals, fabric casuals, and 
also a wide selection of the typical and traditional house 
and boudoir slippers, All merchandise for this depart: 
ment is sized up the year-round, Slippers are peaked 
with the heaviest stock for October to take care of 
Christmas business, However, there is a complete size 
and style range the rest of the year, Fabric casuals 
are peaked for June and July, but complete stocks main 
tained at all times, 

A specially designed counter thirty-five feet in length 
and display fixture were built in one corner of the shoe 
department, As many as a hundred styles can be dis 
played on the punch board background immediately 
behind the counter. Both the counter and the area be 
neath the display serve as stock space, There are chairs 
and additional display units in the section, 


e 
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PARIS BRINGS BACK 


The Lady Look in 


Goon news to American shoe manufacturers is the 
report of longer skirts from the Paris Couture Collec- 
tions. Longer skirts for daytime clothes draw more 
attention to shoes, just so long as the skirts do not 
sweep the ground and cover the feet. And we feel 
pretty safe on this point. American women still have 
their freedom and they would call a halt, we feel sure, 
before that disastrous event. (We are not saying, of 
course, that there will not be some very formal and 
beautiful evening dresses that do just that. Although 
even here there is the probability that a dipped hem- 
line, rising in front, will give the evening shoes the 
chance to show just how beautiful they are.) 

Skirt lengths are in the style news again and this is 
the important point for our shoe industry, Now, 
whether most women let their skirts remain as they 
are this fall and winter, by next spring—so the experts 
tell us—they will be wearing slightly longer skirts and 
the interest in skirt lengths will continue, And, of 
course, when people look at the skirt hem, they are 
bound to look further at the feet and shoes. 

But there is more than the matter of length in the new 
skirts, There is also such a variety of types and shapes 
as to add still more style interest to that part of the 
costume, There are very narrow skirts in daytime and 
end-of-the-day clothes; the latter nearly ankle length 
and often split for comfort. Then there is the full 
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Above, left to right: Extremely slim, slightly longer, day- 
time skirt, narrow as can be worn, Instep strap shoes with 
open shanks, pointed toes, medium or high Louis heels. 


Wide aveoning hemline on woolen coat, Pump with 
square buckle type ornament. Smart walking shoe with 
square silhouette, round heel covered with sole leather. 


Full-pleated skirt. Two-eyelet tie with tapered toe and 


medium Louis heel. Side-buttoned an with higher 


vamp. Note curved medium heels; squared 


young ballerina skirt which continues, still fairly 
for daytime and just above the ankle for evening. 


top lift on one. 


short 


And 


there are skirts with drapery at the front or back for 


evening wear now but which may go into daytime 
skirt, 


clothes later, And there is the very rounded 
rounded at the hemline for end-of-the-day weat 
rounded from the hips for daytime occasions. 


and 


They 


have called the latter the Dutch Boy look, This “round 


look,” by the way, is considered top news in the new 


Paris clothes and is especially dramatic in the revival 


of capes of many shapes and lengths. 


The biggest news in the new French shoe styles, 


according to first hand reports, is the higher vamp. 


This is interpreted in many ways, adaptations 


often 


of styles from the 1910 Paul Poiret era in fashion. 


Perugia, in fact, is taking some of the shoes that he 


designed at that time for this famous French couturier, 


and adapting them to 1957. The higher vamp is achieved 


with high-riding tongues; T-straps—very important; 
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instep straps; 


two-eyelet ties, 


is often a skeletonized quarter, 


Bows are also much used and liked; 
Buttons are very definitely in the picture, 
some used in shoes showing the influence of the spats 
of the early decades of the century, Stitching and lacing 
in decorative effects are also typical of the new shoes, 


or draped, 


shoes, The tips are not all sharply pointed, 
off tapered toe is coming in, well-described by Miss 
Ballard in her Paris report for the PPSSA as “clipped.” 
Along with the square look in these toes, we find some 
square throat lines and, of course, square ornaments, 
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Paris Report by Bettina Ballard. 





Shoe sketches from Popular Price Shoe Show of America 


thes and Shoes... 


LONGER SKIRTS for Late Daytime Clothes; Higher Vamps for Day- 
time and Evening Shoes Usher in a More Formal Feeling for 1957. 
Adaptations of the 1910 Poiret Era Bring in High Throat Lines in 
Tongues, T, Instep and Cross Straps, Also Important, Pointed Toes or 

Squared-Off Tapered Tips and Medium Louis Heels. 


high-riding cross-straps; and one and 
not so high but not low-cut either, 


Combined with some of these high, closed vamps, there 


Sandalized shoes with 


closed toes are very much liked, 


With so much interest centered on vamps, vamp 


ornaments are, of course, very important, These are 
typically often in the shape of buckles or buckle effects, 


often tiny, soft 


Toe character is of major importance in the new 
A squared: 


Heela are inclining more and more to medium 


1966 


ones are very 
it is reported, they practically come under the instep. 
Novelty shapes are also to be found as in the perfectly 
round heel covered with sole leather being used at 
Dior-Delman, They also have a high-scooped heel, the 
spoon curve either at the back or at the two sides 
Perugia has heels, one shaped like a 
child’s paper airplane; 
curving far under the instep, 


by MAUD RUTTY 


Above, left to right; Very new, long, late day dress, split 
for walkability. High vamps in important cross strap 
and in high tongue, very open shoe, with closed toe, 


Soft rounded skirt illustrating the strong trend to the 
“round look.” Two important high front shoes; the T- 
strap and the high tongue, Note the medium Louis heels. 


Relled skirt, daytime version of evening ballerina skirt. 
Draped bow pump on medium curved heel, Flat leather 
heel pump with squared lines, 


curved-in, as at Dior-Delman 


“architectural” 


heights, moderately curved Louis, although the newest 
where, 


another, a single metal scroll 
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Retailer 








Achievement Contest to 


A TIME TABLE for merchandising plans, hints for 
increasing children’s business, the graphic story of one 
of the nation’s top Brand Name retailers—these are 
but a few of the entries which have come in for the 
Retailer Achievement Contest being conducted by the 
National Shoe Fair in Chicago. The contest is sponsored 
jointly by the National Shoe Retailers’ Association and 
the National Shoe Manufacturers’ Association. It will 
be judged at the Fair and the entries will be available 
for study by retailers attending the show. 

The exhibits are in the form of complete books, 
most of which run to more than 80 pages of evidence. 
Each unfolds the story of a retail operation, and the 
display of these contest entries is expected to be one of 
the high spots of the Shoe Fair, according to George 
Gayou, the Fair’s manager. 

In accordance with the rules of the contest, each 
exhibit includes material on all forms of advertising, 
window displays, employe training, point of sale and 
interior displays. Information and illustrations on 
special promotions (other than price promotions), 
sales achievements and participation in community and 
civic activities are included, Since the entries are 
classified by cities according to population, the material 
will be of interest to retailers no matter what the size 
of their operations, 

Among cities in the population category of 500,000 
and up, Schumacher’s Boot Shop for men, Milwaukee, 
has done an outstanding job. With Clyde T. Barnes 
managing a selling area of 600 square feet, they report 
a 28 per cent increase in sales as a result of the past 
year’s promotional efforts. 

Schumacher’s presentation opens with booklets 
“From the Good OI Days.” The first booklet is a small 
pamphlet-sized piece dated 1895. In the booklet are 
shown pairs of patent leather high-button shoes. A 
later booklet from 1906 is designed to open out with 
the pulling of one leaf, making it appear that two 
coachmen are opening the doors to Schumacher’s. 
Schumacher’s have recently remodeled their interior 
and pages in the display show color photos of the 
remodeling. 

Another interesting Wisconsin presentation is that 
of the Dyer store in Madison. All of Dyer’s advertising 
was done on a four per cent budget. By taking advan- 
tage of manufacturers cooperative advertising agree- 
ments, Dyer’s was able to use another 11% per cent. 

Dyer’s main theme is “foot comfort.” Small ads 
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rather than full pages are used, but there are many 
of these ads. Dyer’s had four ads in local papers in 
January, three in February, eleven in March (plus two 
full pages in a special shoe supplement), fifteen in April 
and a dozen in both May and June. Institutional ad- 
vertising plays an important role in the store’s pro- 
motion. 

An interesting exhibit has been entered by Lazarus, 
Tulsa, Oklahoma. Manager Sid Brouse has an annual 
sales volume in the $100,000 to $250,000 bracket with 
a store of 3500 square feet. This entry is in the 100,000 
to 500,000 population class. 

The Lazarus brochure comprises 91 pages and is 
designed as a “shoe selling circus.” The “big top” 
opens on page one and the word CIRCUS is carried 
out as C-onsistent advertising; I-nviting 
R-esultful special promotions, etc. 

Lazarus uses considerable newspaper advertising. 
The ads displayed are divided into five sections: semi- 
annual sale, spring ads, summer ads, anniversary sale 
and transition fashions. Newspaper publicity accounted 
for 49 of the presentations 91 pages, Lazarus also uses 
ads in civic programs, opera, orchestra, VFW, and the 
like, as well as in school annuals, They also give a lot 
of attention to their window displays. 


display ; 


An enterprising entry comes from Karl Sternberg, 
manager of The Fair Store in Belen, New Mexico. 
The Fair Store is in the 50,000 and up population class 
and has 3750 square feet of selling space. Annual sales 
are $35,000. Mr. Sternberg lost a dry goods store in a 
$65,000 blaze last year. He rebuilt and advertised his 
opening for miles around, Mr. Sternberg advertises 
regularly in a tri-weekly country paper, but his biggest 
advertisement is a column he writes himself called, 
“Up and Down the Street.” In his contest entry he 
presents a carefully thought out floor plan which he 
used in setting up his new store. He has two Spanish 
language broadcasts daily. Whenever possible he likes 
to tie his advertising in with local news items. 
Manager Albert H. Manss of the Manas store in 
Nashville, Tennessee, puts considerable emphasis on 
employe training. This store is in the 100,000 to 
500,000 population bracket. Sales volume is between 
$150,000 and $200,000, Selling area is 600 square feet. 
Mr. Manas believes that the best way to create a good 
salesman is to hire a good man in the first place, He 
also believes that concentration is the key in selling, 
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Be Shoe Fair High Spot 


Many Merchandising Ideas Presented by Outstanding Retailers Will Be 
Available for Study by Visitors at the National Shoe Fair in Chicago. 


as was reported a year ago in Boor AND SnHor 
Recorper. He uses newspaper, direct mail, store win 
dows, tie-in window and newspaper, and other forms 
of advertising. He generally shies away from radio 
and television. The store was one of 26 finalists in the 
Brand Name Contest. Mr, Manss invites people in for 
coffee once or twice a year. He joins a number of 
charity drives, He includes in his entry ideas he has 
used in some of his window displays. 

Shapiro’s Children’s Shoes, Philadelphia, is strictly 
a children’s shoe store and manager Martin Shapiro 
has carried out this theme in his presentation. The 
brochure looks like a king-sized notebook, illustrated 
with ducks, bunnies and other animals, 


Shapiro’s deals about equally with negro and white 
customers, so splits up its radio time between two negro 
stations and two network affiliates. It also uses news- 
papers extensively, along with posters on the city’s 
El line and on busses. Newspaper ads highlight bun- 
nies, chickens, comics, illustrations of children’s feet. 


His 
fea- 


Shapiro is also an inventor of children’s shoes. 
latest innovation is a non-skid shoe for infants, 
“Big Idea” 
Shapiro’s philosephy is that one newspaper, radio or 


tured recently on a television show, 


television “publicity” item is worth a dozen paid ads, 
Mr, 
Shapiro says, “This is my life. PLEASE return same 


Of the book he has entered in the contest, 


to me when you are finished, as it is very valuable.” 





E.R. Richer to Discuss 
Mark-Up at Shoe Fair Workshop Breakfast 


War looms up as one of the most interesting and 
provocative retailing sessions of the year will take place 
ai the annual Shoe Fair Workshop Session, according 
to Paul MacBride, Chairman of the National Shoe Fair 
Committee, The Workshop Session will be held at 
breakfast in the Palmer House Hotel, Chicago, on 
Tuesday, October 30, at which time FE. R. Richer, vice 
president of the Grey Advertising Agency of New York, 
will hold forth on the subject of “Is Mark-Up Alone 
the Answer to the Retailer’s Problem Today.” 

Mr. Richer has already amassed considerable mate- 
rial from key retailers all over the country on this 
subject, stated Mr. MacBride—and at this point the 
discussion appears as though it might turn out to be 
one of the most highly volatile controversies in years. 

Mr. Richer added that, “It’s amazing the tremendous 
interest—and tremendous difference of opinion this 
question has caused, We all are aware of the statement 
made a few weeks ago by one of the country’s top store 
presidents when he said that mark-up alone was the key 
to department store profits today. 

“On the other hand, another store president says he 
believes that alert merchandising and pricing is the 
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Dress Designer 





The biggest news 








in shoes 

is the Cellini collection 

by Anne Klein 

talented 

young designer 

does exciting series 
just for Bonwit's 
Terrific 
Come see 


18.95 the pair 


tre, 


Anne Klein's entry into the shoe design 
ing field was proclaimed by these ads for 
her shoes. This one appeared in Tur 
New Youk Wonuto Terecnam. 





by SOPHIE GERBER 


Creates New Shoe Line... 


Anne Klein, Junior Sophisticates 


Designer, and Winner of Coty 


Fashion Critics’ Award, Brings Innovations into Women’s Shoe Field. 


i wasn't the fact that she liked shoes that led Anne 
Klein to design a startling new line for Cellini Shoes, 
Inc. Actually, it was that she had so many gripes about 
them, 


Mrs, of 
Junior Sophisticates, a New York City firm of women’s 


Klein is the bright young chief designer 
wear manufacturers, who last year was one of the happy 


“Bandanna,” a threestrap sandal, Fabric and mood af 
the shoe are coordinated with the wearer's outfit, also 
designed by Mrs. Klein. 





winners of the Coty Fashion Critics’ Award, This was 


Klein, 


years had been dreaming up clean-cut, 


a crowning achievement for Mra, who for six 
good-looking 
clothes. 


It was probably her reputation for simplicity and 


excellence of design, plus the fact that she feels so 
[TURN TO PAGE OL, PLEASE | 
Wraparound shoe, Top of the back is “sliced” away 


in a Veshape for comfort and back interest, Bonwit 


Teller called this atyle the “Denver.” 
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Wuen you hear the word, “Showmanship” you 
quickly think of Barnum, hokum and high-pressure sell- 


Aet XIV 


ing. You picture an oily-haired real estate salesman SHOWMANSHIP IN BUSINESS 


high-pressuring an old couple out of life-long savings in 
exchange for an acre of first-class swamp land, In fact 

the word showmanship has even carried a certain 
flavor of dishonesty, 

Let's analyze this conception and see that it is not 
necessarily correct, Only three cents out of the Amer 
ican amusement dollar goes to the circus, Ninety-seven 
goes to the other forms of entertainment—primarily 
radio, stage, screen and sports, So, obviously, it is to 
these great shows that we must turn for the formula of 
real mass showmanship, if such a formula is to be 
found, 

And while ACTION is a mighty important ingredient 
of Showmanship, it is by no means the whole show, 
There is showmanship in the hush that comes over the 
Yankee Stadium when Bob Feller winds up to pitch, 
There is showmanship in the pause when the maestro 
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by ZENN KAUFMAN 


raises his baton just before leading the orchestra into 
music, Even the talkies go quiet for 10 long seconds 
while the hero gazes rapturously into the heroine's eyes, 
There is exciting showmanship in the quiet moment in 
the mystery play just before the ghost comes creeping 
through the window, 

Yes, the circus may present a type of hip-hip hoorah 
showmanship and in its place it is quite important, but 
there are many other ways in which showmanship is 
expressed, 

In other words, much good showmanship is very 
quiet, very restrained—and even refined, It may be 
good business for Mr, Wrigley to put his name all over 
America’s billboards, but it was equally good business 
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Boot and Shoe Recorder RETAILERS PANEL 


What They Think About 
CLEARANCE SALES... 


Clearance Sales Are on the Increase, Are Starting Earlier, and Are Creating 
New Problems. Here’s How Retailers Feel on this Important Subject 





MORE RETAILERS HAVING EARLIER SALES 


(Recorder Panel Vote) 


Earlier Than 
Ten Years Ago 13% 
Earlier Than 
Five Years Ago A 
Earlier Than 
in 1955 _.. 27%, 





ApproximaTeLy 24 per cent of a selected group of 
shoe retailers in all parts of the country, constituting 
Boot and SuHoe Recorper’s retail panel, sold more 
shoes at reduced prices late last spring and during the 
early summer than they sold at regular prices in the 
weeks preceding those clearances. 

One hundred per cent of the panel, of course, con- 
ducted clearance sales, but it is in the percentages of 
their inventories which were marked down, the amounts 
by which they were marked down, and the dates on 
which they offered bargains to the public, that we find 
some significant facts: 

Twenty-three per cent of the polled retailers opened 


their sales earlier this year than they did in 1955; 26 
per cent began them earlier than they did five years 
ago; and 13 per cent opened them earlier than they 
did 10 years ago. In extreme cases, sales were opened 
two weeks earlier than ever before. 

These dates ranged from a preposterously early mid- 
May to the third week in July. July 5 was the date 
selected by approximately one-third. 

The percentages of their total store inventories which 
were marked down during these clearances ranged all 
the way from three to 95 per cent, the average being 
30 per cent. Fifty-five per cent of the panelists indi- 
cated that these markdowns were due to the need to 
clear distress merchandise; 35 per cent to make room 
for incoming shoes; and the balance, 10 per cent, to an 
urge to hurry into the next season. 

The amounts by which shoes were marked down 
ranged from a low of three to 70 per cent in the case 
of high style shoes, the average being close to 35 per 
cent; from two to 50 per cent in the case of casuals, 
with an average of 25 per cent; and from a low of one 
per cent to a high of 30 per cent, with an average of 
13 per cent, even in staples. This latter percentage was 
arrived at by averaging only those who reported the 
clearance of staples, or about 40 per cent of those 
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PRICE REDUCTIONS 
TAKEN ON SPRING AND SUMMER SHOES 


High Low Average 
HIGH STYLE... 700% 3% 3% 
CASUALS ... Ks %, m%, 
i 30%, 1% 13%, 


PERCENTAGE OF INVENTORY MARKED 
DOWN DURING 1956 CLEARANCE SALES 


HIGHEST 95%, 
LOWEST 3% 
AVERAGE 30%, 
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—by Bill Rossi, Field Editor 


6,000 Miles Through Europe 


An Intensive Study of Europe's Shoe Industries Reveals 


Some Strange Practices — Yet Interesting and Successful 


Europe has a great deal to learn about shoes and 
shoe business from the U. S. But make no mistake 
about this: Europe can teach us a few things about 
shoes and shoe business, too. 

I've recently completed a 10-week tour of Europe 
on a special assignment to make a study of the 
shoe industries—particularly at the retailing level 
—of various countries. Reports of these findings 
will be published shortly in a series of articles for 
the RECORDER. The trip covered 6,000 miles by car 
into nine countries. This enabled us to get into all 
the major shoe centers of Europe, as well as to 
probe the cities, towns and hamlets or anywhere 
else where shoes are sold. This has given us a 
pretty thorough cross-section of how shoe business 
operates in the various countries of Europe. 


During the course of this intensive study we 
talked with hundreds of people in and around shoe 
business: government officials, shoe manufacturers, 
retailers, suppliers, designers, trade association 
officials, as well as consumers. Many scores of shoe 
stores were visited, factories inspected, shoes 
studied, Shoe distribution, shoe store operations 
and systems were analyzed, 

Many of the findings were amazing to this 
observer. Some portions of Europe’s shoe industry 
and shoe retailing practices are close to primitive. 
But other portions are substantially in advance of 
the U. S. One thing is certain: for the U. S. shoe 
industry to attempt to make comparisons with 
most of the shoe industries of Europe is utterly 
impossible. 


Take the matter of statistics, for example. It’s on 
the “official” records (both in the U. S. and in 
Italy) that Italy produces 40 million pairs of shoes 
a year. The truth is, the statistics aren’t worth 
much, The truth is, there isn’t a shoe statistic there 
that even comes close to being reliable. But there’s 
a reason—something which the Europeans call the 
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“mentality” of the different peoples. Europeans 
just aren’t statistic-minded, Also, each private 
enterprise considers its own figures as something 
very private. Usually you'll get a figure on request ; 
but more as a courtesy than reliability. So statis- 
tical comparisons, as far as our own industry is 
concerned, must be taken with a jugful of salt. 


Take the matter of styles. What the European 
shoe manufacturer or retailer does with shoe styles 
would drive his American counterpart to the poor 
house in less than a week, For example, it’s quite 
ordinary for an average, medium-size or even small 
shoe store to carry as many as 75 different child- 
ren’s shoe styles in the window; or even 110. 
What’s more, for the next season an entirely new 
batch of the same number of new styles will be 
shown, with not one of last season’s styles on dis- 
play. And still further, the same small store will 
carry dozens of different styles in men’s and 
women’s shoes, as well. How do they do it and stay 
solvent? And why and how do they do it in the 
first place? We'll give you the startling details 
later when the series of articles appears, 


But Europe is leading the way with some of its 
own ingenious innovations. Take some of the shoe 
stores in Belgium, for example. Small shops, 
many with a volume appreciably below the U. S. 
average—yet these store interiors are exquisite in 
their salon appearance, even though they're 
ordinary family shoe stores, 

In Germany an amazing shoe industry “revolu- 
tion” is taking place. Over 60 per cent of all shoes 
sold at retail are sold through stores which are 
members of mass-buying organizations along the 
lines of cooperatives, The movement is spreading 
rapidly throughtout the Continent. 

In France, the shoe industry’s productivity pro- 
gram is being used as a model for the rest of 
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SAM SULLIVAN 


BENJAMIN L. FINN 


JACK DE WITT 


I. S. Set For Third 


Meeting Will Feature Joseph T. Meek, President of Illi- 
nois Federation of Retail Associations as Guest Speaker 
and a Panel of Four Shoe Experts. 





SAMUEL PLOTLER 





JOHN T. HART 





PAUL D. COOK 


Tue third annual convention of the 
Independent Shoemen will be held 
October 26-29 in the Sheraton-Black- 
stone Hotel in Chicago, at which the 
strongest membership drive in the or- 
ganization’s short history will be 
Started during the Shoe 
Fair of 1954 with a charter member- 
ship of 240, I. S. now reportedly has 
an enrollment of nearly 1000. 


launched. 


A large percentage of the member- 
ship is expected to be present at the 
convention, the highlight of which will 
be a talk by Joseph T. Meek, presi- 
dent of the Illinois Federation of Re- 
tail Associations. The Federation is an 
offshoot of the Illinois Chamber of 





tere 


FRED WEBER 


Commerce. As head of this organiza- 
tion, with 6500 members and 40,000 
affiliated members drawn from all 
types of retailing operations, Mr. Meek 
is expected to discuss the role of re- 
tailing in the rapidly growing econ- 
omy, citing future problems and dan- 
gers. 

The Illinois Federation recently ap- 
peared in the news as a result of a 
survey among its shoe store member- 
ship in which it was determined that 
shoe retailers consider early summer 
clearances a bad practice. Most of the 
shoe retailers indicated that the early 
summer clearance sale was conducted 
in fear that the competition would 
mark down first. It was also consid- 
ered to be a means of topping the 
previous year’s volume figures. 


“Mr. Retailer” 


Mr. Meek enjoys a wide reputation 
as an authority on business tax matters 
and did much work in that field as 
president of the American Retail Asso- 
ciation Executives. During World 
War II, he became nationally known 
as “Mr. Retailer” because of his vig- 
orous fight against overzealous war- 
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HY WALTUCH 


Annual Conventio 





JOSEPH T, MEEK 
President 
Illinois Federation 
of Retail Assns. 


time government controls. He re- 
ceived even greater national attention 
in 1954 when he ran on the Illinois 
Republican ticket for senator against 
the Democratic incumbent, Paul 
Douglas. He polled 1,600,000 votes, 
losing to Senator Douglas by 190,000 
votes, 

Mr. Meek’s talk will be delivered on 
Saturday, October 27, during the con- 
vention dinner and will be followed 
with a panel of four experts who will 
address the group and answer ques- 
tions. An election of officers will fol- 
low just prior to the dinner, 


1. S. in Its Third Year 


Independent Shoemen was organ- 
ized three years ago by a group of 
240 men under the leadership of Sam 
Sullivan, dynamic retailer who oper- 
ates a number of shoe stores and de- 
partments in Laredo, Texas, This 
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PHILLIP B. BAYES 


group held that the independent oper- 
ator in the retailing and manufactur- 
ing branches of the industry was not 
holding his own competitively and that 
in union there was strength. All inde- 
pendent operators were invited to join 
IS. Membership was divided into five 
categories: Retailers, Manufacturers, 
Salesmen, Wholesalers, and the Allied 
Products field. 

Today, the organization reports a 
membership of nearly L000, including 
manufacturers and suppliers from 
every shoe style and price range. For 
the first time this year, a directory of 
membership, designed, in response to 
insistent requests, to acquaint inde- 
pendent retailers with sources of sup- 
ply holding membership in the organ- 
ization, will be distributed at the con- 
vention. In addition, the annual shoe 
introduce the 
products and services of member com- 


resources show will 


panies. 
Regional Meetings Popular 


I.S. conducts an effective and popu- 
lar program of regional meetings 
which are held once a month in key 
cities, These meetings feature a panel 
of experts covering different aspects of 
retailing. Individual 
handled during the question and an- 
swer period following the talks. These 
pilot. meetings have had capacity 


problems are 
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stop in ROOMS 728-729 PALMER HOUSE 


at the CHICAGO NATIONAL SHOE FAIR, OCT. 28-—NOV. 1 





4 IF YOU CAN'T GET TO CHICAGO 
The finest shoes we’ve ever produced . . . keyed to the needs SEE SAMPLES IN: 
. Room 411, Marbridge Bldg. 
and desires of your market! See them—sell them . . . they’re 47 W. 34th St, New York City 
Room 805, Alexandria Hotel 


5th & Spring Sts., Los Angeles 








made to sell and sell repeatedly...for baby and brother 
weMBe, and sister, too. Terms 5%—30 days f.o.b. Reading, Pa. 


Vow ns s FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis -Stephens:-Embry Co., réapine, pa. 
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did 
you 
know... 






that 
| Edith Henrys 


“LUCKY STRIDES” and 





“WHIS-PURRS” are backed] 






by a fast, reliable 
In-Stock Service on 
Fsizes 24% to 14, AAAAAA to C! 
Write for our 


newest Catalog! 


weMee, | 


Maysville, Kentucky “en * 


“If the shoe fits... it’s a Lucky Stride”® 
LUCKY STRIDE SHOES INC. 
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Don't miss this room! 


It will be one of the most exciting places at the You'll see Gerwinettes in a wide range of lovely Spring 
National Shoe Fair in Chicago, October 28, 29 and 30. colors and styles. Patent, Calf, and Leather. Infants’, 


It will be one of the most profitable places for you Children’s, Growing Girls’ and Misses’ sizes. 





to visit because here you'll see the beautiful new Spring Incidentally—if you won't be at the Fair 


Gerwinettes. drop us a line and we'll be happy 

Every style is packed with sales-appeal, priced just to send you our new 
Z fey ‘ Gerwinette Catalog, 
right for extra profits to you. Scientifically designed for 


growing girls’ feet, Sibicca process and soft flexible oak 
soles. Their exclusive styling makes them irresistible to 


your customers, 


THE SCHAWE-GERWIN CO, ¢ CINCINNATI, OHIO « MAIN 1-4986 
NEW YORK OFFICE ¢ MARBRIDGE BLDG, ¢ WISCONSIN 7-4629 





54 Boot and Shoe Recorder 


NRE A EOE EA ERE ROE RENE OS NRT 





, ae ae a. 














THE FUTURE 
THE INDEPENDENT SHOE RETAILER 


No shoe retailer can justify his exist- 
ence merely because he is an inde- 
pendent. He should not expect the 
government or any other organization 
to insure his business success merely 
because he happens to own his own 
He justify 
ence only on the basis of his economic 


store. can his exist- 
or social contribution to society as a 
whole. 

In short, he must be an efficient 
retailer. That means he must give the 
consumer good values, good service, 
attractive stores in convenient loca- 
tions. He, more than any other busi- 
ness executive, must have a working 
knowledge of all phases of a business 
operation. The degree of his success 


’ . . ** . 
depends on his own initiative and 


by JOHN S. LUDWIG 
LUDWIG’S SHOE STORES 


background and on the maintenance 
of a favorable economic and social 
order in which he can develop. 

Another matter, beyond talent and 
training, is that of capital. The mod- 
ern customer wants to shop in attrac- 
tive, well-stocked stores—super-mar- 
ket types. But to own such a modern 
store requires a large amount of capi- 
tal, a commodity not often possessed 
by our ablest young men. Because of 
this lack of it, many capable men are 
unable to employ their energy and 
brains in shoe retailing. 

Another limiting factor is the tend- 
ency for new stores to locate in shop- 


THE FUTURE OF THE 
INDEPENDENT SHOE MANURACTURER 





Tue independent shoe manufacturer 
can face the future with justifiable con- 
In fact he is 
in a very fortunate position because 


fidence and enthusiasm, 


his policy is designed to serve the 
needs and interests of the independent- 
ly owned retail store, in contrast with 
that of the manufacturer whose inter- 
ests and policies are designed to 


by RAY SHANNON 
CREDIT MANAGER 
WEYENBERG SHOE MFG, CO. 


further develop or acquire retail out- 
lets of his own, thus making the inter- 
ests of his independent customers of 
secondary importance. 

Consequently, the independent retail 
store regards the independent manu- 
facturer as vital in the selection of the 
lines he must carry if he is to be free of 
the competition of factory-owned stores 
or departments across the street, down 
Be- 


cause of having established this bond 


the street or around the corner. 


of common interest, the independent 
manufacturer has become more inti- 
mately related with the independent 





ping centers. All too often, shopping 
center developers give room only to 
wealthy companies, further stifling the 
opportunity for the independent. Not 
only does the development of inde- 

[TURN TO PAGE 78, PLEASE] 


retailer. The products of independent 


manufacturers, many of which are 
advertised nationally, embrace practi- 
cally everything a successful or pro- 
gressive merchant needs for the opera- 
tion of his store. Independent retailers 
buy from independent manufacturers 
with a feeling of confidence and a 
sense of security. They know that such 
lines will not be used as the means of 
with mer- 


competing independent 


chants, by factory owned retail stores. 


If the independent shoe manufac- 
turer will recognize these distinct ad- 
vantages as an opportunity to be used 
wisely and will assume the responsi- 
bility which goes with these advan- 
tages, he will be well rewarded by the 
undivided loyalty of thousands of in- 
retail stores 


dependently owned 


throughout the nation. 


(The opinions expressed in these pages are the authors’ and are not necessarily those of Boor anp SHoe Recorper.) 
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Slippers, 
A Year-Round Operation 


[CONTINUED FROM PAGE 41] 


The entire operation is planned to be 
almost completely self-service. Women 
select their styles from those on dis- 
play, ask the salesgirl for their size. 
The shoes are taken from stock which 
is immediately available and handed to 
the customers, who do their own fitting. 
Thus this becomes a fast selling area, 
with rapid turnover. Yet this can be 
done with two salesgirls behind the 
counter. As many as fifteen or twenty 
customers can be served along this 
counter area. 

It is important to remember that 
Carson’s is a quality store. Its regular 
customers are not the “bargain hunt- 
ing” type. Shoes sold over the counter 
in this manner range from $3.95 to 
$18.95 with practically all of them 
fitted by the customers themselves, and 
completely without objections. 

The selling counter is serviced by a 
stock boy who fills in the immediate 
stock every morning during normal sea- 
sons and frequently during the day dur- 
ing rush periods. The bulk of the slip- 
per stock is immediately behind the sec- 
tion, so that it is accessible at all times. 

Vernon Singer, head of the shoe op- 
eration at Carson’s, emphasizes the im- 
portance of a wide selection of styles 
and depth of sizes at all times. The 
fact that a woman can select a style, 
secure her correct size and preferred 
color, try on the shoes or slippers, and 
complete her sale within a minimum of 
time has meant steady and repeat busi- 
ness, he points out. This same policy 
makes the operation a profitable one 
for the store. 

Having adequate stocks means a se- 
lection of colors in each popular style. 
In one good item, there will be a run 
of nine different colors. There are 18 
patterns in one brand of slippers. One 
of these comes five different ways, 
which means there may be as many as 
forty-eight runs. 

Carson’s advertises slippers heavily 
at Christmas time and also specifically 
for Mother’s Day. Otherwise, prac- 
tically all of the business is done on 
traffic through and within the depart- 
ment. 

Although a smaller retailer obviously 
can’t devote the same amount of space 
to slippers as does a department store, 
he will find it profitable to give them 
some permanent display space. If 
backed up by adequate stocks, the pro- 
gram is bound to be profitable. One 
major slipper manufacturer reports 
that ninety percent of its accounts size 
up stocks the year round. 

This makes slippers a staple, rather 
than a seasonal operation. It makes it 
possible to budget wisely, rather than 
on an unbalanced basis. It can be 
made profitable if retailers will main- 
tain big stocks in basics. Sizes can 
then be filled in through in-stock ser- 
vice. 
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New Thom McAn in Houston 


New York—Thom McAn opened a 
new shoe store for men and boys in the 
Gulfgate Shopping Center, Houston, 
Texas, September 20. The new store to 
be operated by a local company, Gulf- 
gate (Tex.) Thom McAn, Inc., is the 
eighth Thom McAn store in Houston,. 
Forty Thom McAn stores are now op- 
erating in Texas. 

Jordan Caldwell Harper has been 
named manager of the new Gulfgate 
store, according to William J. Elmore, 
district director for the company in 
the area. 
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@ Fresh, new styling 


stores and qualified persons 
starting in this field 
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soft leather. On our No, 1011 last, 
12/8 Cuban heel, IN-STOCK. 
Sized AAAA, 7 to 10; AAA, 

AA, A, 6 to 11; B, 5 to 11; C, 
5 to 10; D, 5 to 9. 


Exhibiting at National Shoe 
Fair, Room 905W, PALMER HOUSE 


LANCASTER, OHIO 
(LOS ANGELES OFFICE 
BLUE GRASS 


HISS SHOES ° 
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Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 


@ Superior fit and tremendous repeat business 
—not subject to chain store competition 


\ @ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $16.95 
retail—the volume price in the quality field 


y @ Special financial assistance to 


@ Many doctors recommend our basic shoes 


a 


kid, $9.10. Stylish tie, youthful in appear- 
ance with ankle fit features and glove- 


SHOES e. 









Largest Thom McAn to Open 


Houston, TEXxX.—Thom McAn Shoe 
Company has announced its largest 
suburban store in the nation will be 
located in Woodland Acres Shopping 
Center here. 

New York officials of the 750-store 
chain have signed a 10-year lease with 
Miles Strickland developer for 6,000 
square feet of floor space in a corner 
of the center. This store will be one 
of 60 new shoe stores to be located 
throughout the nation this year, 
Edward A. Chasins, of the McAn 
promotion division said. 


boost profits-and 


profits are the measure of success! 
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(NEW YORK OFFICE — 
Suite 610, Warner Bros. Theater Bldg.) 


746 Marbridge Bldg.) 


DR. A. REED CUSHION SHOES 
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Cushion 
Arch Lift for 
Support 





tor 
Strength 





Av Celled 


Once a man puts on his first pair of MASSAGIC or PORTO-PED 
shoes, the built-in comfort that comes from their exclusive features 
starts making repeat sales for you! He likes the carpet of soft 

He likes the snug, secure 
He likes 
their brisk, manly styling that’s always in today’s best taste. He 
He likes the 


idea of buying shoes with a name that he knows, from consistent 


sponge rubber that cushions his step. 


support he gets from their firm but flexible Arch-Lift. 
likes the look and feel of their soft, supple leathers. 
advertising in the magazines he reads. And what he likes, he comes 


back for, again and again! 


Brilliant styling, built-in comfort, and national advertising move 
MASSAGICS PORTO-PEDS off 


volume, with little sales effort and low sales cost. And the reason 


and the walls fast and in 


is simple. . . they're habit-forming! 
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Steel Cushion 
Shank Rubber 
Hoel for 
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WEYENBERG SHOE MANUFACTURING CO. 
PORTAGE SHOE MFG. CO. 


MILWAUKEE 1, WISCONSIN 
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“The Weyenberg- Portage Creed" 





© We will sell fo you, not compete with you. 


@ We own no stores or leased departments in competi- 
tion with your store. 


@ We are manufacturers, not retailers. Our entire 
efforts are bent to serve our retailing customers. 


© We leave the job of shoe retailing in our customers’ 
capable hands. 


See Them BOTH at the 


NATIONAL SHOE FAIR 


Private Dining Room 14, Club Floor 
Palmer House, Chicago 
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of revolutionary new 


SALES APPEAL 


Here is dramatic proof of revolutionary new shoe com- 
fort and a dramatic selling tool for you. The Wolverine 
“Ten Step Comfort Test” is being forcefully presented to 
3 out of 5 homes in your marketing area . . . making a 
direct appeal to your customers’ insistence on a shoe 
that’s comfortable as well as good looking. 
Here is a campaign that’s aimed directly at the 80% of 
all men who have indicated they want a shoe they can put 
on and wear without breaking in. It’s packed with sales 
punch because it gives your customers what they want 
most. 
Tie in with this towering promotion in LIFE magazine 
by featuring the unique flexibility of genuine Shell 
tdovan Horschide soles, a Wolverine exclusive that 
makes this kind of dramatic selling possible. 


Write for catalog and franchise information to: 


DRESS SHOE DIVISION 


WOLVERINE 


SHOE & TANNING CORPORATION 
wom, ROCKFORD, MICHIGAN 


; 5 MEMBER, INDEPENDENT sHoEMEN 
\s } National Shoe Fair ~ Room 676 Palmer House 
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Editorial Outlook 
[CONTINUED FROM PAGE 17] 


If manufacturers will continue to build honest shoes, 
and consistently refuse to alter quality to meet price 
brackets, if they continue to price their merchandise 
fairly and realistically, the increased cost which con- 
sumers must pay for shoes will contribute but a mini- 
mum to any inflationary spiral which may be impend- 
ing. Such a course might have a very desirable result— 
an eventual reduction in the volume of extremely low 
end shoes which the industry produces and which, in 
view of our higher standard of living, serve little or 
no economic purpose. 

If the retailer continues to face up to his increased 
costs and courageously passes them on to the consumer 
instead of shaving his profit margins, we will have a 
stronger retail arm, the industry will have more respect 
for itself and we may be able to register with the con- 
sumer, once and for all, the better appreciation of 
shoes, which is the first essential to any real and sus- 
tained program of “grading up.” 





SHOE ENOUGH 
By Bess Ritter 


IN order to raise a celebrity above the “common herd” it 
was customary in Japan for him to wear shoes that were 
as much as 12 inches thick. These “geta” or pedestal-like 
clogs were fashioned from carved and lacquered wood, 
although emperors sometimes wore wood covered with 
either velvet or silk. Such footwear was also worn in the 
Japanese theater when actors performed traditional plays. 


The animal’s own brains were used to tan the hide of 
deer for the manufacture of footwear by the American 
Indians in the 15th century, and the entire process was 
painstaking. The hide and the brains were placed on the 
ground to dry until the hunting season was over. Then 
the hides were soaked in a pool to soften them, and 
scraped with a knife to remove the hair and fat. Next, 
both hides and brains were placed in a large earthen pot 
and heated in order to clean the skins completely, Finally, 
they were removed, wrung out lightly, stretched and tied 
on a frame, and rubbed continuously with a piece of wood 
or stone while they dried. The result was leather so soft 
that it resembled fine cloth, and it was dyed white, yellow, 
red, or black for use. It is also interesting to note that 
the ooze or tannin was used medicinally to “cure” sore 
throats. 


In the days of ancient Greece and Rome it was possible 
to tell whether a man was free or a slave by the style of 
his sandals or “krepis.” The uppers were cut out in a 
reticulated design, resembling crossed strips, leaving the 
sides and backs of the feet protected by the leather, but 
the toes free. The big feature of this footwear was the 
“ligula.” This was a tongue which was secured over the 
insteps to the straps by means of slits, and on richly made 
shoes of the Hellenistic period such leather tongues were 
replacyd with plates of ivory, silver or gold. Only the 
free man or the citizen could wear this ornament. It was 
strictly forbidden on the sandals of slaves. Such footwear 
was popular with both sexes, 
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Widened Color Range 
Helps Store’s Dollar Volume 


FULLY aware of the increase in operating costs, which 
have crept up year after year, making necessary an increase 
in dollar volume, at least one merchant is on record as 
having arrived last spring at an unorthodox solution which 
paid off. 

John J. Richard, manager of the Curtis Enna Jettick 
Shoe Store, at 133 Tremont Street, Boston, knew that re- 
tailers in many parts of the country were meeting higher 
expenses by grading up, adding higher-priced lines to 
those already carried in the medium-price brackets. Since 
his store is on a street most of whose stores carry mer- 
chandise commanding high prices, it was felt at first that 
grading up might well be the solution of the problem. 
However, this store carries an unusually wide range of 
sizes and widths—] to 12 in quintuple A to triple E— 
necessitating a large stock which Mr. Richard was unwill- 
ing to reduce sufficiently to make room for another com- 
plete line. 

His solution was to increase the number of colors in his 
Enna Jettick line, thus enabling him to offer practically 
as wide a color range in his middle-of-the-road styles as 
do other stores in their high-style footwear. To the conven- 
tional black, brown, blue and red, he added pastels—pink, 
yellow and light blue—buying them in the same wide 
range of sizes and widths as those in his bread and butter 
numbers. This move increased his stock by 35 per cent. 
He also redecorated his store in light, pleasing colors. 

Having done this, his next move was to step up his ad- 
vertising appropriation by about 25 per cent and to have 
an early display of the new colors in his Tremont Street 
windows. In fact, spring shoes were shown a full week 
earlier than in many other stores, 

The promotion was a success even though early spring 
left much to be desired in the way of shopping weather. 
There were consistent, although slight gains, until June, 
during the first two weeks of which the gain jumped to 
35 per cent, and following which the sale of whites helped 
to hold volume at a good level. Even during the store’s 
semi-annual markdown sale, which opened late in June, 
dollar volume continued good, During the period when 
regular prices were in force, as well as during the sale 
period, multiple pair sales, some of them three to a cus- 
tomer, were by no means uncommon. 

Of inestimable assistance in maintaing volume and keep- 
ing lost sales to a minimum, is the factory in-stock service. 
“If a customer comes in and we are temporarily out of 
the size she takes,” Mr, Richard said recently, “we wire 
the factory, the shoes are shipped parcel post and arrive 
in our store the next day. It’s almost miraculous, This 
makes it easy for my salesmen to carry out my instructions 
that accurate fitting is very important, and enables them 
to make it clear to all customers that we are genuinely 
interested in seeing that they get what they want, The 
same service enables us to get quick delivery of styles 
which we feel will be in good demand within a compara- 
tively short time.” 

Mr. Richard has been selling Enna Jetticks for 35 years. 
His early shoe education was in the store of the old 
Crescent Shoe Store on Washington near State Street. He 
later managed the Curtis store at the intersection of those 
two streets, moved to the Curtis store at 307 Washington 
Street as manager and went from there to his present loca- 
tion on Tremont Street, 
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J Discover the difference in 


Work Shoe Sales 
and Profits! 


When You Feature the Only 
Brand that Guarantees 


SATISFACTION or MONEY BACK! 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 


We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 








That’s where you find the BiG difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 
...new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes, And that’s still only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share otNT gy 
in these advantages, for new dealer- «& eo % 
ships are available in many areas. t 


é 
ry 
Write Today for Full Details * 4 ~ 


National Shoe Fair, j 


raimer Howe ~=©6 WOLVERINE 


SHOE & TANNING CORPORATION 
191 Main Street ¢ Rockford, Michigan 


. 
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SQUEEZE 


When suppliers start telling you 
how to run your own business — 
ouch! That's the time to make a 
change. Be independent with Hol- 
land-Racine. Top-quality shoes, 





sensible prices, merchandising 
aids, and you're your own boss. 








on With Holland-Racine | 
é % you're free to sell what | 
9 is Ms you like—when you like. 
2 Write for details. 
tenes 

HOLLAND-RACINE SHOES, Inc. 
HOLLAND MICHIGAN 


Washington 


Newsreel 
[CONTINUED FROM PAGE 36] 


one-quarter of one per cent on the first 
$4200 of an employe’s earnings each 
year, or a maximum of $10.50. Taxes 
paid by self-employed persons will go 
up by three-eights of one per cent, or 
a maximum of $15.25 a year. 

Under the new law, women will be 
permitted to draw social security 
benefits at 62, and disabled persons 
at 50, instead of 65 as at persent. 
Payments will be increased to the 
needy aged, disabled, and blind as well. 

The new tax hikes are designed to 
meet the increased costs of the new 
benefits. The new law is not popular 
with most retail spokesmen in Wash- 
ington. They complain that the system 
is still not on a pay-as-you-go basis, 
and that in some future years, taxes 
will have to go up drastically to meet 
the costs. 

- a . 

Offices of the Leather, Shoes and 
Allied Products Division, U. S. Depart- 
ment of Commerce, are now located in 
Room 4318, Main Building, U. S. De- 
partment of Commerce. The new loca- 
tion is a short distance south of the 
previous location, which was vacated to 
provide more room for the U. S. Patent 
Office. The Patent Office recently was 
voted additional funds by Congress to 
expand its staff for the purpose of 
whittling down its huge backlog of 
patent applications. 





E. R. Richer 
At Workshop Breakfast 


[CONTINUED FROM PAGE 45] 


balm to soothe the retail profit pinch,” 
stated Mr. Richer. “And still another 
equally important retailer vigorously 
defends the necessity of higher mark- 
ups and is willing, if necessary, to 
take on unbranded items and pit them 
against nationally advertised brands if 
that is the only formula through which 
he can secure the additional — and 
much-needed—mark-up. 

“Other merchants state, however, 
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that they are continually making a 
concerted drive for higher mark-ups, 
but at no time wiil they allow such a 
desire to interfere with their local com- 
petitive position. And, finally, the 
Chairman of the Board of one of Amer- 
ica’s great stores sums it all up when 
he says, ‘it is necessary to maintain 
many departments today which do not 
come up to required mark-up standards, 
to cover rent, and because they make 
a contribution to overhead. This is 
particularly true of large downtown 
stores which are having trouble main- 
taining volume.’ 

“What's the final answer?” Mr. 
Richer concluded. “At this point I don’t 
know—and I don’t suppose anybody 
really knows. But this I can tell you 
—that a lot of information will be 
brought out into the open at the Shoe 
Fair Workshop Session on this highly 
controversial subject — and perhaps 
when the smoke clears away, enough 
facts will have been uncovered to help 
many retailers have a better, and more 
concise, picture of what they are really 
up against today in their increasing 
struggle to make a profit.” 

As vice president of Grey Adver- 
tising, Mr. Richer supervises a number 
of accounts whose merchandise moves 
to and through retail stores. Previous 
to his affiliation with Grey 11 years 
ago, Mr. Richer was vice president of 
Hart Schaffner & Marx in Chicago and 
before that he was with Marshall Field 
& Company. 

Those in attendance at the Retailers 
Workshop breakfast will receive, with- 
out charge, a handbook covering the 
highlights of Mr. Richer’s presentation, 
which retailers should find exceedingly 
useful throughout the year.” Mr. Mac- 
Bride stated. 





Buys Shoes at Same Store 


For 60 Years 


Racine, Wis.—Stilb's Shoe Store of 
this city is proud of the fact that at 
least one of ifs customers can be con- 
sidered “steady.” She is Mrs. E. C. 
Hedke, now 82 years old, who has bought 
her shoes from Stilb's, the store claims, 
and from no one else, for sixty years. 
Three generations have followed her ex- 
ample and all buy their shoes at Stilb's. 
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LITTONIAN SHOE CO. 


SOFT SOLES and FIRST STEPS 


EXCLUSIVELY! 


MORE THAN 50 STYLES 
ALWAYS IN-STOCK 


“BE INDEPENDENT BUY INDEPENDENT" 
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Littlestewn, Penna. 
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Dress Designer 
Creates New Shoe Line 
[CONTINUED FROM PAGE 46] 


strongly about every design she does, 
that led to her being asked to do a 
line of shoes. 

Mrs. Klein’s first reaction was, What 
can I possibly do with shoes? There 
didn’t seem to be much she could do 
about varying their design. Anyway 
you look at it, a pump is a pump. 

And then Mrs. Klein started think- 
ing about her feet (she admits she has 
“terrible feet—they hurt constantly”) 
and the experiences she has had in fit- 
ting them. Before long she realized 
she had a long string of gripes, of many 
years’ standing, relating to shoes, shoe 
fitting, and shoe manufacture. Cer- 
tainly she had enough complaints to 
start her thinking about ways and 
means of shoe improvement. 

“It’s a challenge when you feel so 
strongly about something,” the designer 
says. She took on the assignment. 

Mrs. Klein started designing shoes 
at the end of 1955. Her first models 
were not so much a “line” as a group 
of five summer shoes designed to match, 
in color and style, the Junior Sophisti- 
cates dress line of the same season. 

The first assignment was a rush job 
and the line had to be manufactured 
quickly. So Mrs. Klein worked pretty 
much along the original last. 

Even so, forthcoming design innova- 
tions cast their shadows on the shoes 
in this group. It wasn’t until her sec- 
ond line, however, the complete fall 
line, that the innovations which have 
started flurries of excitement in the 
women’s shoe field, really stood out in 
full detail. 

One innovation was based on a pet 
peeve of Mrs. Klein’s about the way 
shoes fit. 

Like many women, Mrs. Klein has a 
callousy bump at the back of her foot, 
just about where the top of the shoe 
ends, 

To eliminate the needless pressure 
that rubs such callouses into being, 
Mrs. Klein sliced the tops off the backs 
of her shoes into deep V and crescent 
shapes. The end of the V or crescent 
comes well below the bump area 

Her creative drive toward comfort 
also led to some interesting by-prod- 
ucts, mainly in «additional chic. The 
V’s and crescents add back interest to 
the shoe. They also give a slenderizing 
line to the ankle, making the wearer’s 
legs look longer and slimmer. 

Mrs. Klein was determined to make 
her shoes smarter looking, as well as 
comfortable, even for the woman who 
likes just a plain pump and doesn’t 
look for deviations in her favorite style. 

The pumps in Mrs. Klein’s new line 
feature a strip of elastic, in the back 
of the shoe. The elastic comes at the 
point where the normal back, the high 
rise, of the shoe starts and extends the 
full height of the back. 

Some of Mrs. Klein’s ideas have 
caused a minor revolution in the fac- 
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tory. As a newcomer to the field of 
shoe design, she had no idea at the 
start what havoc she could create just 
by suggesting “lower it a sixteenth of 
an inch there,” or “add just this much 
here” and “make sure the strap rests 
exactly there.” 

“Usually,” says Mrs. Klein, “factory 
men say it can’t be done. But the pro- 
duction men I’ve worked with have 
been wonderful. They never said to me, 
‘This won’t work,’ or ‘The shoe won’t 
stay on,’ no matter how radical an idea 
seemed to them.” 

Actually, the factory people were a 
little startled by her ideas at first. 
Now, they thoroughly approve of the 
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results. 

Mrs. Klein’s objections to what she 
calls the “idiosyncrasies” of shoe man- 
ufacture were such that a shoe produc- 
tion man would have to have a very 
open mind, indeed, to pay attention to 
her ideas, let alone carry them out. 

For example, there is the “idiosyn- 
crasy” of the sample shoe size. A basic 
sample is made on size 4B. “But a size 
4B is practically obsolete in this coun- 
try,” Mrs. Klein says in amused tones. 
“There used to be a time, I suppose, 
when many women wore that size. But 
now the average has definitely changed. 
It’s more likely to be a size 7 that the 
average American woman wears. 








The comfort features of the one- 
piece vamp have been tested and 
approved for over 2,000 years. Baby's 
foot is wrapped in a cradle of soft 
leather that yields and “gives” with 
the action of walking. 
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“So it’s almost an impossibility, once 
you make a sample, to find someone 
who can try it on, tell you how it feels, 
and let you see how the shoe looks on 
the foot.” 

Yet sample shoes are still made for 
this out of date shoe size. 

According to Mrs. Klein, shoes for 
women seem always to have been 
created to make the wearer uncomfort- 
able. Classic example is, of course, the 
Chinese shoe for which a woman had to 
start binding her feet in childhood. 

Although she maintains a silent ad- 
miration for designers who have 
bucked tradition and made shoes to 
conform to the shape of the sole, Mrs. 
Klein has bowed to the inevitable and 
designed her shoes for the conventional 
shape. “The idiosyncrasies are so firmly 
entrenched, that there isn’t very much 
you can do about them.” 

So she has gone about her business 
of making high-heeled shoes as com- 
fortable and as good-looking as is 
compatibly possible. 

In the process, she has worked out 
some principles of what she likes to 
call “foot architecture.” That Cellini’s 
factory people respect these principles 
is obvious. They give Mrs. Klein all 
the cooperation she needs to work out 
a design no matter how absurd it 
strikes them at the start. 

Take the matter of shoes without 
backs. “I have a very definite feeling 
about sandals,” says Mrs. Klein. “The 
kind of clomping around women do in 
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helping to bring foot comfort to thou- 
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our hand finished metatarsal pads 
and arch supports. 
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current-day sandals has been a par- 
ticular kind of annoyance with me.” 

To eliminate this shoe slipping, Mrs. 
Klein has arranged to have the straps 
in her sandals placed so that the shoe 
remains firm to the foot regardless of 
how much foot is exposed. 

One model in her last line, called 
simply “Architecture,” consists only of 
narrow strips of leather that leave 
most of the foot exposed. The toes are 
free of all leather, Roman-style. But 
the strips are strategically placed. 
One is located just below the ankle and 
covers a “key” bone, thus giving more 
support than would seem possible with 
such a “bare” shoe. 

“The trick is to place the foot so 
that the conformation holds to the sole 
of the shoe and does not slip away 
from it.” Mrs. Klein accomplished this 
by experimenting with her own shoes 
and seeing how the variations felt. 

This business of testing shoes on her 
own feet is part of Mrs. Klein’s entire 
technique of shoe design. 

“I start off with sketches of basic 
design. Then I get together with the 
factory executives. Whatever partic- 
ular design I can’t show in a sketch, 
I paint on a foot mold, so they can 
see the line. 

“After that, they make a first sam- 
ple, on a size 4B. Then,” Mrs. Klein 
adds slyly, “I try to find somebody who 
can try it on.” 

Sometimes she has to change the 
design only slightly; sometimes she 





\ 


‘g 


Plant the profit seeds 
you know will grow! 
J. P. Smith's three top 


than ever this season . . 








I J. P. SMITH SHOE CO. 


varieties are pre-tested and quick to \ 
bloom into pretty profits. Good breeding 
shows in every smart line. . 
. Styled to 
take the blue ribbon business and bring 
them back for more. Why not reap 

the harvest? Be sure you feature one of 
the BIG 3 in better footwear. 


Saar ae 





sett 





has to cut it up and start from scratch. 

“Then the factory grades the pattern 
and makes up one sample in my size, 
which is a size eight.”” When she tries 
these on, Mrs. Klein gets a pretty good 
idea of what her shoes will look like 
on the American woman’s foot. She 
also finds out just how comfortable 
or uncomfortable they are. 

Mrs. Klein admits quite frankly that 
as a shoe designer she is still in the 
experimental stage. She is trying to 
be practical and high-fashion at the 
same time. For this combination, there 
is no set formula. It requires working 
out. 

Some of this “working out” will be 
done within herself, of course. “I am 
mad for the bright, bright colors. And, 
at the same time, I also like the dark 
muddy colors,” Mrs. Klein offers by 
way of explaining her occasional dilem- 
mas. 

Another source of some little con- 
fusion has been the basic language of 
shoes. She is familiarizing herself 
with the terms even now. “I am con- 
stantly calling a ‘binding’ a ‘piping.’ 
(This is the dress business language, 
you know.)” Or she will call “lasts,” 
“vamps.” 

The business of heel heights, com- 
plicated by sixteenth-of-an-inch varia- 
tions, also had her slightly stymied at 
the beginning. 

Most of Mrs. Klein’s conflicts result 
when her strong feeling about what 
should be done to make a shoe com- 
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fortable collide with the established 
mode of shoe design and manufacture. 

She is making progress along all 
lines. “Suggesting that you cut down 
the shoe in the back, as far as the 
shoe business is concerned, is like 
turning someone upside down and 
telling them to walk.” Yet, this is an 
innovation Mrs. Klein has already 
achieved. 

She is hopeful that her bouts with 
some of the other “windmills” in the 
shoe business will be equally successful. 

Mrs. Klein’s shoes will be handled 
only by those stores that carry her 
line of women’s clothes also. This 
makes possible an unusual coordination 
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maintained mark-up high.. your turn- 
over fast... 
shoes! Backed up by extra-fast fill-in 
service budget-priced Step Master 
shoes are styled right, value-built with 
special patented features that assure 
repeat sales! 





of costume. 

Bonwit Teller’s, who so far have an 
exclusive on the shoes in New York 
City, are stressing Mrs. Klein’s arrest- 
ing button-back shoe, “Crossroads” in 
their fall promotions. They stock it in 
black Celtic and Moreno calf and in 
black suede with silk buttons. 
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crowds, larger than the total member- 
ship in the area. Subjects included 
stock control, modern bookkeeping, 
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merchandising, banking and credit laws 
—in short, the very subjects that the 
retailer was considered to know imper- 
fectly. Regional meetings are now to 
be introduced in key cities in the 
United States. In fact, the convention 
program itself includes such a panel of 
experts. 


I. S. Offers Many Services 


The association offers other services 
to its members. The monthly publica- 
tion contains articles on a wide range 
of subjects, such as the proper pro- 
portion of the income dollar to be used 
for advertising, plus news features. A 
bookkeeping by mail program for the 
small operation has been sponsored and 
currently, Ben Finn, executive director 
reports a study of various group in- 
surance plans. It is expected that this 
question will receive careful attention 
during the October convention. 

In the last two years, Mr. Finn has 
attended the Yale University summer 
course on trade association manage- 
ment. 

Officers and executive board members 
of the organization will be at the 
Blackstone Hotel headquarters from 
Friday, October 26th to Monday, Octo- 
ber 29th. 


Committee Members 


In addition, committee chairmen will 
be in attendance to greet members and 
to offer counseling on individual prob- 
lems. These men are recognized as 
specialists on the subject represented 
by their specific committees. 

The names of the chairmen and their 
committee designation follow: L. D. 
Hafemeister, advertising; James Rick, 
budget and finance; John Esch, and 
Samuel Plotler, dealer aid; Fred Weber 
and Paul D. Cook, industry liaison; 
Carl Henry and Arthur D. Ries, legis- 
ative; Ray Shannon, membership; 
Myron Burnstein and John Ludwig, 
merchandising; John T. Hart and L. J. 
Geuder, publicity and public relations; 
John Flautt and Hy Waltuch, sales 
promotion; Joseph Schenker and Sey- 
mour Fabrick, store arrangement and 
fixtures; Charles Shanklin, merchandise 
transportation; Lee Rapp and Dr. 
Charles Roberts, corrective shoes. 


Schedule New Delman Salon 


BEVERLY HILLS, CALIF.—A new Del- 
man’s Shoe Salon will be opened in a 
$1,100,000 building to be erected in 
Beverly Hills, Calif., by National Prop- 
erties, Inc., according to Samuel Bano- 
wit, president of the corporation. The 
Delman store will have a 30-foot front 
of white Italian marble in the magnifi- 
cent new building, right under a fabu- 
lous place for Elizabeth Arden Com- 
pany, nationally known cosmetics firm. 

Another plush shoe store on the 
ground floor will be Joseph Salon Shoes, 
also featuring famous-name women’s 
shoes. 
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936,585,000 
- 439,080,000 


77,305,000 


... that’s how many more pairs of popular 
price* shoes the industry produced in 1955 
compared with 1953! 


The facts are in the figures! Popular price* shoe sales (93% of 
the total) are surging, pushed along by a powerful trend. Chain 
stores, independents, department and specialty stores are sharing 
this dynamically expanded market. More consumers, with more 
money to spend, are being exposed to more shoes in convenient 
attractive new stores. 

Behind this growth are the shoes themselves! Never before 
such values in style, in materials, in shoemaking, in sheer sales- 
stimulating attractiveness — at popular prices. 

And at the heart of all this is the Popular Price Shoe Show of 
America, continuously feeding new ideas into the bloodstream of 
the industry . . . diligently pointing the way to turn profit 
opportunities into profit realities. 








FOR EXHIBIT SPACE, CHECK PPSSA, 210 LINCOLN ST., 
BOSTON 11. OR CALL LIBERTY 2-0396. 





HOTELS NEW YORKER AND SHERATON-MCALPIN, N. Y.—NOV. 25—NOV. 29 


$12 retail, and under. Based on study prepared by U. S. Bureau of Census for National Shoe Manufacturers Association and New England Shoe and Leather Association. 
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Boston Retail Sales 
Show Pumps Leading 


SANDAL types and pumps, with the 
latter ahead of the former, have been 
the best sellers in Boston stores during 
most of September and the month was 
generally expected to show a fair gain 
over last year—not unexpected since 
the fall of 1955 was marked not only 
by the previously-mentioned polio scare 
but also by hurricane alerts and 
generally bad weather conditions. A 
better comparison would be with the 
fall of 1954 and here, stores report, 
dress shoe business was about the same 
this year and back-to-school and college 
business was about ten percent ahead. 

Dark browns in women’s dress shoes 
have been selling better than had been 
anticipated by some retailers and, 
during the third week in September, 
showed good gains. Black still led the 
race but browns were reported a close 
second and merchants who had not 
anticipated this demand placed re- 
orders in a hurry. 

In pump types, the best sellers were 
not the plain pumps but the so-called 
“patterned” types, carrying graceful 
ornamentation in the form of con- 
trasting buckles, folded or pleated 
vamps and other departures from the 
conventional. Textured leathers also 
were good, 

At the Joseph Antell store, 
Newbury Street, with which 
sociated the Miss Antell shop next 
door, it was reported that, while 
women’s dress shoe business had not 
opened up wide by mid-September, 
pumps in both black and brown were 
beginning to sell, and that the call 
for blue was stronger than at this time 
last year. Some opened-up types also 
were being bought and flat-heeled shoes 
had also gains over 1955. Back-to- 
college business had been definitely 
better than last year’s, it was said. 

Another high-style store, Kay’s- 
Newport, 424 Boylston Street, reported 
that while black still led in pairage, 
Briarwood, a medium brown, had been 
selling well. In contrast with last 
year, when plain pumps were the most 
popular during the early fall, this 
year women customers were asking for 
patterned types. There was some de- 
mand, also, for opened-up _ styles. 
Suede, smooth calf and alligator were 
among the best selling leathers. 

Much the same story was found at 
the Bonwit Teller store, 234 Berkeley 
Street. Black was the best selling color 
with browns a reasonably close second. 
Pumps were in better demand than the 
opened-up types such as halters and 
T-straps. August, it was reported, had 
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showed a good gain over the same 
month last year, and September busi- 
ness, at the half-way mark, was some- 
what ahead of 1955. 

Solby Bayes, 45 Winter Street, carry- 
ing more conservatively styled foot- 
wear, reported a gradually increasing 
business and found encouragement in 
the fact that customers have been 
buying “easier”—with less effort on the 
part of salesmen. In addition to black 
and brown pumps in both smooth and 
suede leathers, there was noted a call 
for green, and even gray was said 
to be “coming into the picture”. Flats 
of leathers in the brown family were 
also good, it was said, and two-eyelet 
oxfords, nicely styled, were replacing 








MALING SHOES 


Suppl Suede. 
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A knockout combination.... 
brand new and bee-yoo-tiful! It’s 
right here at Maling’s, priced 
at a mere $4.99... just waiting 
for you! So do, by all means, 
see it today. 


Maling Shoes 


DOWNTOWN: 
185 W. WISCONSIN AVE. 
SOUTHGATE SHOPPING CENTER 
BAY SHORE SHOPPING CENTER 
WEST ALLIS 
7130 W. GREENFIELD AVE, 
Provocative pleats, fabulous faille, sup- 
ple suede, wonderful fit — for $4.99. 
Maling Shoes, Milwaukee. (two cols.) 


the conventional five-eyelet oxfords 
which had been bought in past years 
by women who felt the need for semi- 
orthopedic footwear. 

Newspaper advertising this fall has 
been exceptionally heavy. Typical was 
a four-column, 20-inch ad placed in 
mid-September by the Jordan Marsh 
Company, operating a large depart- 
ment store. The advertisement illus- 
trated five shoes: a low-heeled walking 
casual in black, brown or gray suede; 
a high-heeled pump in black suede with 
ribbon trim vamp; a flexible, low- 
heeled pump in black or Carmello calf 
with decorated vamp; another pump 
in black or brown suede with pleated 
vamp; and still another in black or 
brown smooth calf leather with jeweled 
buckle. 

o* * o” 


Shoe Fair Sets Theme 
for Chicago Promotions 


THE National Shoe Fair always 
means special displays, windows, and 
other promotions by Chicago shoe re- 
tailers. Complete shoe windows, as 
many as four to six for the major 
department stores, will be seen along 
State Street and Wabash Avenue. 
Many of these will stress the major 
brands which are being exhibited in 
show rooms at the Fair. Specialty 
shops along Michigan Avenue and else- 
where also make special plans for some 
recognition of this shoe event of the 
year, 

Fall shoe selling is gradually reach- 
ing its peak and has shown a steady 
increase since early September. Pumps 
of all types remain the top seller, with 
indications they will continue to do so 
through December. Closed up versions 
represent 75 to 80 percent of the sales. 
The pointed toe is the fashion favorite, 
even in reptiles, the latter with % 
heels. Patterns such as_ perforated, 
with faille or other trim, are also 
doing well, and tweed versions have 
shown a lot of recent activity. The 
same is true of the baby doll pump in 
suede and faille or silk combinations. 
There has been interest in clear vinyl 
combined with suede, especially in 
backless types. Spring-o-lators have 
finally been accepted in the department 
stores which helps make them volume 
shoes throughout this retail area. 
Opened up shoes have been a little 
slow for this time of the year, having 
failed to make a good start in August. 

Although black is the dominant color, 
there are still good demands for the 
browns, which should continue into 
November. Perfect brown seems to be 
accepted as the basic brown this year. 
Taupe has been promoted and has sold 
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in all price ranges in simple as well as 
dressy types. Reptile has taken off well 
with lots of activity in sport rust. 
Textures have been slow in starting, 
and have not sold as well as last year. 
Back-to-school business this year was 
most satisfactory. The college and high 
school types were off to an early start, 
with good activity in mid-July which 
ran well through September. The 
loafer and saddle types were off some- 
what. Novelty moccasins were better 
than plain, and the conventional loafer 
was off considerably in sales. 
Children’s business for the most part 
was about even with last year with 
more dressy types than usual sold. 
Men’s business has been running a 
little ahead. In the boys’ end, a lot of 
rugged types sold during the back-to- 


school period. 
* * 


Sales Continue High 
In New York Shops 


SHOE selling in New York, which 
began to pick up early in September, 
is continuing at a good pace. Cooler, 
and for the most part, clear weather 
helped bring customers into the stores 
and merchants report good traffic and 
satisfactory response to the promotions 
of the new fall shoes. 

Retailers of children’s shoes indicate 
that shoe selling continued active in 
this category even after the back-to- 
school buying rush had been accom- 
plished. They report steady, continuing 
and satisfactory sales in their children’s 
shoe departments. 

In the men’s branch, business has 
been picking up too. Many of the re- 
tailers have put on special promotions 
to attract the male customer. They 
have been stressing shoes made on 
special lasts to give maximum comfort 
and fit, and imported shoes at a special 
price. A new line of shoes has been 
introduced that goes with the “Narrow 
line of difference—a man shapes up 
slim and straight this fall. He wears 
his suit, his hat, his shoes to underline 
his height and strength ... a very 
positive look this narrowness, accom- 
plished with that quiet difference which 
marks the man—an individualist.” 
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It is in the women’s shoe depart- 
ments and stores where fall shoe 
selling has accelerated and is continu- 
ing to be important. Retailers have 
been aggressive and persistent in their 
advertising and store promotions and 
consumers have had a chance for a 
choice. Since women seem to show a 
decided preference for pumps, retailers 
took their cue from them. They ad- 
vertised and promoted pumps in the 
majority of cases. Some of the selling 
highlights: “From coast to coast . . 
two are better than one! Two textures, 
one color! Two colors, one texture; 
two colors, two textures! Suede and 
leather, leather and faille, color plus 
color—anyway you do it, do it with two 
for fashion’s newest, most exciting 
look.” Four pump versions illustrated 
the copy. 

Other ads conveyed the idea with 
“click of castenets ... brass tipped 
heels on fast stepping little pumps” 

. “The Mantilla Pump travels to 
Spain and back. This pump was sent 
to Spain for intricate and old world 
lacing and returned to this country.” 
“Champagne Earth—a delicate tawny 
taupe and Champagne Grape—a softly 
muted blue—vintage 1956 colors”... 

The general feeling is that business 
is good in New York shoe stores and 
that it will continue to be good since 
we are heading in the right direction 
—fall, winter and the holidays. 

7: * * 


Black Suede Pumps 


Set Pace in Baltimore 


FOOTWEAR preferences in Balti- 
more were noticeably for the black 
suede closed look, particularly those 
with details such as bows, cut outs, 
buttons and beading. 

Also popular with women were the 
various types of textured leathers such 
as pebble grain, broadtail, celtic calf, 
caracul and chinchilla leather. Prices 
went from $9.95 to $24.95. 

Black and dark brown calfskin in 
closed-look pumps were enjoying con- 
siderable success. Styles offered vir- 
tually no trimming with prices running 
up to $24.95. Alligator lizards, particu- 
larly “Sport Rust,” sold exceedingly 
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well at $23.95 to $26.95. Second was 
a classic brown in reptile in the same 
price range and style. 

Customers are receiving textured 
materials well. The leader is black tex- 
tured leather followed by chinchilla. 
Broadtail is selling well, in the closed 
toe and black pump. 

While buyers are already trying to 
determine what the early spring colors 
will be, promotions are currently being 
prepared in some stores for Thanks- 
giving which will feature holiday dress- 
ups mostly in black suede. 

In the children’s line, patent leathers 
are doing well. Ankle sandals follow 


closely. 
* * ue 


Detroit Still Feeling 


Effects of Steel Strike 


BUSINESS has been generally off 
for local shoe stores, reflecting con- 
tinuing unemployment, chiefly caused 
by the steel strike and automotive lay- 
offs. Some stores report volume equal 
to a year ago, others slightly off— 
around three per cent. Off-record com- 
ments indicate that stores holding even 
on dollar volume have slipped consider- 
ably on net profit, because of “giving 
away” merchandise, while stores that 
have slipped on volume are doing satis- 
factorily profit-wise, because they have 
held to their profit margin. General 
comment was that customers are buy- 
ing “anything at a price.” 

Neighborhood business suffered along 
with downtown stores, though, earlier, 
outlying stores appeared to do better 
than their big competitors in the cen- 
tral area. 

Men’s shoes showed a serious drop, 
while women’s and children’s did much 
better. Back to school business was, 
however, very encouraging; in sports 
shoes, the back to school trade was re- 
ported the highest on record through 
the state generally, as well as in De- 
troit, hampered by slow refill delivery 
service on the part of manufacturers. 

In shoes for young men, cordovans 
were in good demand, with big demand 
for straight loafer types in both brown 
and black. Saddles and white bucks 
were good, with some movement in 
dirty buck. Otherwise, men’s shoes 
were very quiet. 

Black failed to match expectations in 
boys’ shoes; brown led by one-third 
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Leather can be the vital difference between a shopper and 


a buyer in your store. 


Career-minded women—fashion-minded women with money 
to spend-are willing to pay for what they want most. They 
are naturally attracted to quality . . . they look for elegance 
. . . they want the beauty of leather. They find this in the 
shoes featured by Leather Industries of America in a full- 
color, double page ad in the November issue of Glamour 
magazine. The bewitching theme: “The Magic Is Leather!” 


Here is a special kind of leather magic . . . selling magic... 
and it’s reflected in the exciting color, variety and styles of 
shoes for party time, play and business. It spells a BIGGER 
holiday shoe selling season for you . . . multiple sales . . . 
greater profit! 


Produce your own compelling effects with the complete 
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“The Magic Is Leather!” merchandising kit. It contains an 
important collection of promotional aids—counter cards, 
newspaper ad suggestions, window and interior ideas, and 
other material designed to attract your customers. Just fill 


out the coupon below. 


The magic in shoe selling is leather. See for yourself. 


. LEATHER INDUSTRIES OF AMERICA n 
- 411 Fifth Avenue, New York 16, N.Y. ‘ 
* Gentlemen: ° 
* Please forward your Glamour kit: x 
. NAME____ = seitiiialoaan ai . 
| a 
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in the last 30 days, reversing the earlier 
trend. For small children, saddle ox- 
fords were leaders, topped by black- 
and-whites two to one. In _back-to- 
school trade, loafers, straps and ox- 
fords divided the field fairly evenly. 

Style trends were virtually undis- 
cernible in women’s shoes as a whole, 
except for an overwhelming preference 
for black. Pumps were in demand in 
popular price lines. 

In the high style field, black likewise 
led, with “perfect brown” the leader in 
the brown family. Bareback shoes did 
very well. Suedes were strong. The 
normal volume of standard types in the 
fashion field was reported. Pumps sold 
chiefly in 23/8 and 21/8, and barebacks 
entirely in 23/8 heel. Important spe- 
cialty notes included: a strong Italian 
influence; square cut pumps with ta- 
pered toes; and a new silk-type fabric 


in black, with rhinestone trim. 
+ * * 


Los Angeles Merchants 


Pian Fall Shoe Campaign 


SCORCHING hot weather, that we 
missed in August, arrived during the 
first and second weeks of September. 
Merchants with air-cooled stores found 
their business suffered the least, but 
even their sales were feeling mighty 
low. However, it was only of a few days 
duration and sales are now back up to 
normal at this time of year. Southern 
California businessmen are attuned to 
these drop-offs during hot spells and 
aren’t disturbed by them; they know if 
the family needs shoes they have to 
have them and the buys will be made 
just that much more heavily when it 
cools off. 

The back-to-school trade is over and 
most retailers found their sales to be 
better than last year; 5 to 10 percent 
is a figure often mentioned. Sales 
were in the expected categories for 
this trade; saddle shoes, medium height 
oxfords, and the usual heavy demand 
for flatties and skimmer pumps. The 
new swivel strap flattie came on 
strongly among the sub-teens. This is 
a style that may be with us for some 
time. 

The Los Angeles Retailers Associa- 
tion is kicking off their “What’s New 
In Shoes” campaign for the fall lines, 
timing it for an immediate break to 
catch the critical period between the 
end of summer selling and the begin- 
ning of whatever Christmas trade 
occurs. Our holiday buying usually 
consists of heavy sales of slippers for 
Dad, plus a heavy sale of party shoes 
for the ladies. The “What’s New” 
campaign is calculated to educate the 
ladies and pre-sell them on the new 
look. Past experience has proven this 
is the best time of year to go after 
the job, because the effect lasts through 
both the fall buying season and the 
Christmas period. 

Early sales on the fall styles for 
women has shown the expected demand 
for browns. Rich brown, taupe, bronze 
and beige; all are being asked for. 
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Textured and grained leathers are 
customer pleasers, as are luster calfs 
and kids. The silhouette must be very 
soft and feminine. Anything the least 
bit bulky or heavy appeals only to the 
tweedy and horsey set, it seems. The 
fall clothing fashions are very feminine 
and graceful and shoes feel the same 
influence. 

The retail picture is complicated 
somewhat by the staggering variety 
being shown in the fall lines. Perhaps 
never before in the history of the 
industry have so many different items 
been bidding for buyers. Assuming 
increasing importance in formal wear 
are fabric-covered shoes in a variety 
of wools and tweeds; elasticised vamps 
and insteps. One dress pump doing 
very well out here is made entirely of 
elastic. A black grosgrain-surface ma- 
terial, the entire upper is made of it. 
Style is a very high-fashion pump, 
with 23/8 slim taper heel. 

* * * 


Volume Business 
in St. Louis Stores 


PLEASANT September weather in 
St. Louis, with enough crispness in 
the air to turn people’s buying toward 
Fall clothes, has spurred shoe sales. 
Reports everywhere indicate that re- 
tailers are pleased with the large vol- 
of busines done. 

Footwear of all types has received 
a big push in advertising and promo- 
tion. This push, plus the fine-weather 
factor, has really sold shoes. Multiple 
sales—the retailer’s delight—are ram- 
pant. 

Children’s departments and family 
type stores showed record-breaking 
sales at the end of August and during 
the first two weeks of September. With 
the opening of schools in the area, 
children’s buying changed from an all- 
day-every-day affair into night and 
Saturday purchasing, but school shoes 
are still moving in quantity. 

For girls of all ages the spotlight is 
on loafers, in rough and smooth leath- 
ers, in every and any color, with no 
one color predominant. High school 
girls make black rough their first 
choices, and most girls are buying one 
pair of loafers plus one pair of saddle 
oxfords as basic musts to start the 
semester. In suburban stores black 
smooth skimmers are moving for junior 
high girls’ early school choice. 

Loafers and strollers are first choice 
of type for boys of all ages, too, but 
in many cases, retailers note, when 
mothers are supervising the purchase, 
the boy goes out of the store with a 
four or five evelet oxford as first basic 
purchase. Black in oxfords and strollers 
is considered by boys as “sharpest” 
color to date. 

New dirty-white bucks are appear- 
ing in St. Louis area universities 
in volume, with a few high school 
upperclassmen strutting in the same 
footwear as their older brothers in 
‘college. Men high school teachers are 
reported as shod in brown loafers. 
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One suburban department store is 
chalking up one pair of dressy patent 
pumps or one-straps with every fourth 
pair of school saddles for the six-to- 
nine-year-old junior miss, indicating 
that mothers do not plan to wait until 
the Christmas holiday period to add 
that pair of new party shoes. 

Men’s business moved ahead consider- 
ably in September over August, with 
department heads and suburban stores 
concurring that, when junior and mo- 
ther have been outfitted, dad then gets 
a turn. Black grain-and-smooth two 
eyelet moccasin vamps with moderately 
tapered toes are moving out of the 
“too high styled for me” bracket into 
the “I’ll take them!” class, with the 
soft Continental styling apparently ac- 
cepted now in all age and price groups. 

In men’s casuals, rough textured sur- 
face interest is preferred, and one 
major department store is preparing 
to promote men’s moc vamp slipons of 
nylon velvet in a color range that in- 
cludes avacado, navy, gray and black. 

For women, reptiles, many with co- 
ordinated handbags, are beginning to 
move well after a disappointing late 
August promotion. Reptile awaited the 
stimulus of tweeds and suitings to be- 
gin to sell this year. There is jubilation 
over the volume of women’s dress 
pumps selling at present. Cooler days 
brought heavy sales in women’s ready- 
to-wear, which in turn sold the shoes 
to accessorize the apparel. There are 
no complaints among retailers as to 
volume. 

Black suedes in beautifully detailed 
closed pumps are most wanted, with 
similar pumps in black calf running a 
close second. Flat casuals are selling 
in volume for suburban living, with 
heaviest emphasis on corkettes, brushed 
and nappy leathers in all the camel 
colors plus gray. Buckle treatments 


on casuals are vastly popular. 
* of * 


Fall Season Market 
Developing in Miami 

THERE is never very much special 
activity in the Greater Miami area with 
strictly fall shoes. Until very recent 
years no attention was given to the fall 
season; there was just a gentle move- 
ment from summer into the big, busy 
“tourist” or winter resident business. 
[TURN TO PAGE 78, PLEASE] 
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Portrait by Fabian Bachrach 


“75% of B. F. Goodrich Employees... 
Save $9,000,000 Per Year” 


“B. F. Goodrich people are proud of their many years 
of participation in the Payroll Savings Plan. 75% of our 
employees are members of the Plan, with payroll deduc- 
tions of $9,000,000 a year. 

“Thrift is one of the keys to our continued prosperity. 
It builds security for the family, retards inflation and 
stabilizes the purchasing power of the dollar. I am 
proud that Ohio is a leader in this worthwhile endeavor 
and that it has been my privilege to serve since 1950 


as State Chairman of the Payroll Savings Advisory 
Committee. JOHN L. COLLYER, Chairman 
The B. F. Goodrich Company 


A simple person-to-person canvass that puts a Payroll Savings 
Application Blank in the hands of every employee is all you 
have to do to install the Payroll Savings Plan or build em- 
ployee participation in your present plan. Your State Sales 
Director is ready to help you. Write today to Savings Bond 
Division, U.S. Treasury Department, Washington 25, D.C. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


St. Louis 


Sr. LOUIS production at present finds some manufac- 
turers operating at a highly satisfactory level, while others 
are definitely feeling the brunt of reduced order activity. 

Makers of women’s footwear generally report that their 
business is booming, with reorders coming in at greater 
than anticipated rate. Women’s ready-to-wear opened up 
healthily at retail during the past two weeks, with a cor- 
responding burst of bustle in women’s shoe departments. 
With women suddenly purchasing the pumps to accompany 
their new fall outfits, dealers are suddenly reordering 
with confidence. Black continues to predominate as most 
reordered color, with both suede and calf important. 

Producers of children’s footwear are gleeful over re- 
orders also, with the representative of one firm commenting 
that he “never saw such a stack of orders” as came in 
over one week-end’s mail. Manufacturers of skimmer types 
of dressy flats and school loafers, as well as other spe- 
cialty houses, join the children’s group in expressing ela- 
tion over the way the season is going. Reorders in general 
are major in size. 

Indications from producers of general lines are that 
cutting is down and that some outlying plants have taken 
a week’s shutdown. Cutting for them has been slowing 
down markedly during the past month. No discouragement, 
however, is noted over the prospects for a good season, 
with collections on accounts currently stable. 

Spring shoe lines for the National Shoe Fair rate in- 
tensive attention by all St. Louis manufacturers, with 
details of the presentations well formulated. 


New York State 


SHOE manufacturing in New York continues to show 
improvement and reflects, to some degree, the healthier 
atmosphere that is reported at retail. Production has in- 
creased and prospects are that this satisfactory condition 
will prevail for some time. 

Children’s shoe manufacturers report that their busi- 
ness is very good. Many of them have instock departments 
that carry about 60 to 70 different numbers and they indi- 
cate that these departments, in some cases, account for 
the major proportion of shipments. 

As for women’s shoes, manufacturers report that this 
category too is showing a decided acceleration. This ap- 
plies, particularly to the members of the Guild of Better 
Shoe Manufacturers. They held their Resort and Early 
Spring Showings about two weeks ago and they reported 
good attendance, lots of interest in the new shoes and, in 
many cases—substantial sampling. Some of the highlights 
of these resort and early spring lines included new, more 
tapered lasts and longer, narrower silhouettes. Pumps 
were first choice but slings and backless types continue to 
be good. There were more closed shoes shown than ever 
before for resort and cruise wear. Tailored pumps, walk- 
ing types, new and different looking spectators, T-straps— 
all these were featured in the various lines. 
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Heels in the 18/8 height rated high, due, no doubt, to 
the fact that retailers reported they had sold more shoes 
in that height this past fall, than the higher range. 

As for color, black was the favorite. There was a good 
deal of black and white, light grays, electric blue, bright 
green and turquoise. Smooth and textured leathers were 
used either alone or in combination. Satins, especially 
the dyeable and washable kind were good. Linens trimmed 
with satin, new nylon meshes—all these appeared to be 
interesting to buyers. Vinyls are still going strong. 

Manufacturers feel all this adds up to good business 
and steady production and they are optimistic about the 
future. 


Chicago 


FINAL preparations for the National Shoe Fair are oc- 
cupying the attention of all shoe men in Chicago trade 
headquarters. Major lines are in order and some have 
already been given preliminary showings. Last minute 
concentration is on extreme novelty and high fashion de- 
velopments. Early reports show the trend to variety estab- 
lished last year will continue, but there is also an indica- 
tion that there will be somewhat more stability. Some 
houses are not spreading themselves quite as broadly in 
either color or style. However, they announce there will 
be plenty of new and interesting shoes in their displays. 
All leaders are confident that the 1956 Shoe Fair will be 
highly successful from the standpoint of attendance and 
business booked. A few advance orders have already been 
placed by larger and key accounts who bring shoes in early 
to get preseason reactions. These include orders for navy 
calf and also for patent. Most shoe men expect another 
record patent year. Second orders this fall have included 
substantial numbers of patents which will start to sell in 
November and then have a long run due to the late 1957 
Easter. A number of new treatments of patent are ex- 
pected, such as scored patent with white antiquing, patent 
with nylon satin and velvet and patent. Vinyl, silk, satins 
and other fabrics, spring-o-laters and slim heels, are all 
expected to be volume factors. Extensive ornamentation in 
the form of big bows and pom poms, particularly on pumps, 
should make news. Fewer halters may be in evidence, to 
be replaced by skeleton slings or regular slings. 
Meanwhile reorder business in this area has been good. 
Second orders in addition to patent have been largely con- 
centrated on calf shoes, and chiefly black, although there 
have been substantial size-ups in navy. Business at the 
retail level has increased steadily with the opening of fall 
selling. The Chicago Federal Reserve District led the na- 
tion with a 14 per cent year-to-year increase in department 
store sales for several weeks in September. The largest 
gain within the district was in Detroit, where sales jumped 
19 per cent above the corresponding 1955 week. In Chi- 
cago, State Street stores showed an increase of 9 per cent 
and outlying stores, 19 per cent. The big gains in the 
district, which compared with an 8 per cent rise nationally, 
were attributed to the stores’ sales efforts on back-to-school 
and fall clothing merchandise. Fall apparel headed the 
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Imagine being happy in a traffic jam! Yet the traffic any business man likes is 
customer traffic. 

That’s the kind of traffic you too, may build. One proved way to up traffic is 
to get squarely behind the good brands you handle. Advertise ’em, display ’em, 
promote ‘em. And remember, you’re not working alone—the brand that has made 
a name for itself is your partner every dollar of the way. 

FREE! SEND FOR YOUR COPY... How to Make the Brand Idea Work for You— 
Gives you a cross-country look at the best brand promotion by retailers in all fields. Shows you 


quickly the benefits of brand name retailing, and how to qualify as a Brand Name Retailer 
of the Year. 


BRAND NAMES FOUNDATION 


INCORPORATED 
A non-profit educational foundation 
437 FIFTH AVENUE, NEW YORK 16, NEW YORK 
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list of items in greatest demand, and this includes shoes. 
Some stores reported increases of as much as ten per cent, 
with more dressy women’s and children’s shoes being sold. 
Men’s business was also slightly ahead of a year ago. 


Los Angeles 


MOST manufacturers in this area report they are still 
working at full capacity, meeting orders for fall lines. 
Retailers have done them one favor; samplings have been 
on sale long enough that it is possible to predict with some 
semblance of accuracy what items will be in demand, and 
also to have weeded out a few of the dogs in the line. 

Profit margins are something else again. Admittedly 
both material and labor costs are high; shoe workers get 
higher wages here, they aver, than in any other section 
of the country. Manufacturers look pretty worried when 
asked if they’re showing a profit~on the operation; claim 
that in many cases they’re just swapping dollars. 

Main interest in men’s line, manufacturers say, is in the 
textured leathers. Llama, pebbled calf, sharkskin and 
buffed leathers, all of them show up in all lines. The ex- 
pensive end uses, of course, the genuine article, while the 
lower cost lines are producing simulated versions with im- 
printed leathers. 

As for styling, the lightweight shoe in many versions 
has taken a firm hold on the market. Practically all seden- 
tary workers are demanding light, flexible construction. 
In addition, many men whose work calls for them to be 
on their feet all day are finding that it is no longer true 
that a soft shoe “doesn’t give my feet enough support.” 

In women’s lines, local manufacturers who have spe- 
cialized in the past strictly in casuals are planning to go 
after a heavy share of the holiday market. Combination 
slipper-casual styles are showing up, made only in small- 
medium-large to simplify size selection for the purchaser, 
then moderately priced to make strong appeal for the 
Christmas gift trade. A typical item for which the maker 
has high hopes is a soft, folding moccasin-type shoe made 
entirely of soft glove leather. Sole is double thickness with 
a sponge rubber insole between. Running completely 
around the throat and heel is a strong elastic, which holds 











the shoes on firmly and gives snug fit. Decoration is wild; 
beads, rhinestones, gold lace on the elastic. Some are 
made very plain, with only the color of the leather for 
style effect. Colors run the gamut, with about 12 shades 
being in regular stock. Only on the market a few weeks, 
retail store buyers have already sampled heavily and it 
looks like a comer. 


New England 


ConpITIONS in the New England shoe industry in mid- 
September can only be described as spotty. Some manu- 
facturers of women’s dress and novelty shoes reported then 
that backlogs of orders were rapidly approaching the van- 
ishing point; others described business as “picking up,” 
“fair,” “good” and even “very good.” Despite pessimism 
in some quarters, the fact seems to be that production was 
on the verge of an upswing. 

Contributing to this belief were at least two factors: the 
need of retailers to fill store stocks depleted by fall selling 
to date; and the disposition of wholesalers, chains and 
mail order houses to place early orders for spring shoes. 
Some manufacturers said they already had received some 
advance orders from those sources, with considerably more 
to come. 

Business was reported as similarly spotty by manufac- 
turers of men’s volume grade shoes. There has been a 
much better demand for the higher grades. In fact, a few 
companies reported being sold up for some time to come. 
Consistent reorders were being received by manufacturers 
of the better grades of children’s shoes, following heavy 
consumer buying during the back-to-school season. 

Many manufacturers of all grades feel that the price 
problem was not solved satisfactorily last spring and that 
some upward adjustments may be necessary. However, it 
was the consensus that across-the-board increases will not 
be attempted, at least at this time. 





Locally Produced Xmas Catalog 
Brings Outstanding Sales 


M AximuM efficiency in Christmas gift promotion is to 
be found in a “locally-produced Christmas gift catalog,” 
according to A. G. Eaker & Co., shoe retailers, Arvada, 
Colorado. 

For the Christmas season of 1955, A. G. Eaker & Co., 
rang up a resounding 35 per cent holiday gift sales in- 
crease—directly traceable to the publication of a 20 page 
offset “Christmas Gift Catalog” which was produced by 
Eaker’s and some 22 other retail merchants in this Colo- 
rado city of 28,000. 

The decision to come out with a catalog was made early 
in November. Taken into consideration were catalogs 
which need only to be imprinted with the local store’s 
name. However, such “manufacturer’s mailing pieces” are 
far too commercial and usually slanted heavily toward one 
line of gifts, Eaker’s decided. 

The merchants met, discussed the problems over a buf- 
fet supper and ran a survey of the cost of producing some 
10,000 offset booklets which would have a distinctly “non- 
commercial” flavor while pointing up the fact that each 
store carried a complete inventory of Christmas gift sug- 
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gestions. Among the points which were emphasized was 
the necessity of keeping Arvada residents from driving to 
nearby Denver for their holiday shopping. 

It was found that with every retailer buying ad space, 
ranging from $10 to $150, the gift catalog could be pub- 
lished economically. The result was a 20 page, ten by six 
inch offset job, with the title “Arvada Christmas Shopper's 
Guide.” Turned out by a local printer, the catalog fea- 
tured religious themes with reproductions of famous re- 
ligious Christmas scenes, favorite Christmas hymns, 
poetry, etc. One of the factors which helped to make it 
sensationally successful was the reproduction in full of 
the famous “ “Twas The Night Before Christmas” poem. 

Four thousand copies of the gift catalog were sent out 
at the beginning of November and a few days later a 
similar mailing was made to farmers, suburbanites, and 
other people within the Arvada trading area. So many re- 
quests came in for the catalog on an “over the counter 
basis” that it was necessary to put out another 2,000. “The 
success of the catalog was based on the fact that it was 
not commercial, was obviously produced by our local mer- 
chants, contained a religious theme which made it highly 
useful during the Christmas season and encouraged all 
local residents to shop in their own community,” A. G. 
Eaker pointed out. 
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Angel Without Wings 


THE owner of a shoe store in Waukegan, IH., says that 
a man walked into his shoe store recently and said he 
wanted 50 pairs of shoes for needy children in the Wauke- 
gan South Side slum area. 

“I just got in from Korea,” the man explained to the 
owner, Bennett Beckman. “I meant to do this last Christ- 
mas but I never got around to it.” 

The man tossed several hundred dollars on the counter 
and asked for an equal amount of the best shoes in the 
store. This came to fifty pairs and several dozen pairs of 
stretch bobby-sox stockings. He picked up fifty gift cer- 
tificates to distribute to the kids on the South Side area, 
a predominantly Negro section. 

The owner says that while the man is known to him, 
he doesn’t care to divulge his name because the customer 
made the stipulation that no one should know who he was, 
except to say that, “I am angel without wings.” 





Four Out of Five 
Buy Polish 


Lonemont, CoLo.—It isn’t necessary for the shoe re- 
tailer to “spiff’ his polishes in order to sell a high ratio 
of polish to shoes, according to Rodney Holmes, operator 
of Holmes Family Shoe Store in this northern Colorado 
farming community. 

Keeping extremely close records on sales in this bracket, 
Holmes has found that the store averages a sale of polish 
to four out of five shoe customers—and that when the 
same customers return for repeat shoe purchases they are 
also likely to buy polish again. 

“We don’t pay the salespeople any commission at all on 
shoe polish sales, primarily because we feature a 25¢ 
polish,” Holmes indicated. “Instead, we play up the fact 
that polish sales add to overall store income and to the 
funds which make it possible to give employes raises, to 
pay for special social events, sick leave, etc. As a result, 
we get excellent cooperation and the staff actually main- 
tains a friendly spirit of competition on polish sales with- 
out any cash incentives.” 

To make certain that every shoe purchaser will be well 
“exposed” to such suggestive selling, Holmes maintains 
polish displays at several points around the store with the 
main display focused at the cashier’s stand and wrapping 
counter, in the center of the store, another display on a 
sock bar towards the rear, and still another on a display 
table near the front. Thus, no salesperson is ever more 
than a few steps from a polish display. 

“We have found that psychology counts a lot in selling 
four out of five customers on polish as well as shoes,” the 
Colorado retailer said. “For example, if we simply ask the 
customer whether he wants polish, he will automatically 
remember the four or five cans on a shelf at home with a 
residue of usable polish left. Instead, each of our sales- 
people has been trained to pick out the appropriate polish 
for the leather in the shoes selected and to hand it to the 
customer with the suggestion that here is the proper polish 
for that specific shoe. Invariably, the customer will accept 
it. One point, we have found which helps a Jot is to mention 
the difference between wax and oil polishes according to 
the leather involved. We always suggest a durable wax 
polish for work shoes, boots, and other such footwear for 
every outdoor use. There have been few instances in 
which the customer already had the white wax at home, 
and consequently, this invariably brings the desired sale.” 

[TURN TO PAGE 79, PLEASE] 
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Low Pressure 
Showmanship 


[CONTINUED FROM PAGE 47] 


for Tiffany to leave their name off 
their building entirely for many years. 
It may be good business for a retailer 
to open a new store with a brass band 
and cellophane front, but it was just 
as good showmanship for Castlen, who 
operated a one-man store near Dallas 
University, to close shop every Satur- 
day afternoon so that he could per- 
sonally attend Dallas University foot- 
ball games. The whole crowd saw him 
at the game, appreciated his loyalty 
and sacrifice, and responded with a 
flood of buying after the game. 


A Few Other Examples 


It was good showmanship for General 
Wood to march down the main street 
of Santiago, Cuba, at the head of an 
All Saints’ Day parade swinging a 
huge censor and sweating under a full 
uniform in a broiling sun. But in 
contrast it was just as good showman- 
ship on the part of General Goethals 
in Panama, just a few hundred miles 
away, to discard his uniform completely 
and hold informal court on Saturday 
mornings under a palm tree to impress 
the natives with his democratic at- 
titude. 

As I have said—much good show- 
manship is quiet. Let me give you 
three examples, in three sentences, of 
what I would call good low-pressure 
showmanship. 

One—on the wall at Macy’s in New 
York is a sign that says: “It’s Smart 
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To Be Thrifty.” That is a sentence 
that grew into a national slogan and 
helped build the biggest retail business 
in the world. That little sentence has 
the hero idea to it. They don’t call 
the lady who wants to save money 
stingy. They pat her on the back and 
say, “It’s Smart To Be Thrifty,” and 
she goes to Macy’s to prove it. 





HOW’S YOUR 
SHOWMANSHIP? 


Each month our autographed 
copy of SHOWMANSHIP IN 
BUSINESS is given free for the 
best example of showmanship 
sent in by a reader of Boot & 
SHoe Recorper. Tell us of some- 
thing you’ve done—or even some- 
thing you’ve seen that has helped 
add that extra touch of dramatic 
interest. 


SHOWMANSHIP 
YARDSTICK 


Send a self-addressed, stamped 
envelope for your free copy of The 
Showmanship Yardstick—a 12- 
point check list of the elements 
that make a good show. 





The second example I saw on the 
grounds of a beautiful bird sanctuary 
in Florida. The sign doesn’t say, “Keep 
Off The Grass,” or “Don’t Pick The 
Flowers,” it says, “These Flowers Are 
Under The Personal Care of Each 


Visitor To The Sanctuary.” They put a 
chevron on the arm of every visitor. 
He not only won’t pick the flowers 
himself but he has all the authority 
of the Royal Northwest Mounted Police 
to stop anybody else who does. 

The third was thrown on the screen 
in a moving picture theatre. You know 
the trouble they had with the large 
hats the girls used to wear. This little 
sign solved the problem like a flash. It 
just said, “Elderly Women Need Not 
Go to the Trouble of Removing Their 
Hats.” 

I have no quarrel with such exciting 
showmanship as Morris Horowitz, a 
Buster Brown dealer, used to open 
his new store, with free “whip” rides 
and flying saucer balloons. But think 
of the impact Lord & Taylor got by 
hiding almost all of its window behind 
a curtain—with only the mannequins 
feet showing. Provocatively called 
“Peep Show,” this display pulled in a 
lot of business. 

I liked the suspense and drama of an 
I. Miller window showing a courtroom 
scene—jury and all—to weigh the 
merits of the open toe vs. regulation 
type shoe. But I’m just as strong for 
the quiet showmanship of Lindell’s in 
Jacksonville, Florida, which offers free 
soft drinks and cigarettes to each cus- 
tomer as she enters the store. A leisurely 
approach allows time to show har- 
monizing handbags and casual shoes. 

So don’t assume that your showman- 
ship has to be flamboyant, noisy and 
full of fanfare. It doesn’t have to carry 
the flavor of the medicine man or the 
patent-leather-headed snake-oil charm- 
er. It is often just the opposite—very 
quiet, very modest and very plain. 





What Retailers Think 
About Clearance Sales 


[CONTINUED FROM PAGE 48] 


RECORDER panelists who replied to the 
questionnaire. Sixty percent reported 
no reduction in the price of this type of 
footwear. 

How does all this affect dollar volume 
and profits? 

Panel members were asked whether 
they felt that “a summer season, added 
to the spring, during which casuals and 
other vacation types were promoted at 
regular prices, would be at least as 
profitable, dollar-wise, as the present 


policy of cutting prices?” Eighty-two 
percent said it would be. 
“Would it be more profitable?” 


Seventy percent voted “yes.” 

Then, in view of this, why all these 
early clearances? Two comments tell 
the story narrated by approximately 
half of the panelists: 

“Summer merchandise,” said one, 
“does not carry over as well as other 
types and colors. This, with competi- 
tion trying to get the jump, is responsi- 
ble for early sales.” 

“Nine times out of ten,” another 
noted, “competition dictates the policy 
of early markdowns. July should be 
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an excellent volume-plus-profit month, 
with late July or early August for 
clearances. When other stores start 
cutting in late June or early July, your 
customers expect you to do the same.” 

If anything is to be done to halt this 
growing trend to too-early clearances, 
leadership and education are necessary 
—leadership of one or two strongly- 
entrenched stores in each city or town; 
or leadership of the type which an as- 
sociation can give. 

Panelists were asked: “Do you in 
your city have a retail association 
which is strong enough to put such a 
program into effect? Eighty percent 
said they had no such association. 

They were then asked: Would you 
favor the formation of such an as- 
sociation and vote for it? Sixty-five 
percent said they would. 

The last question was: Do you think 
a national association could do a better 
job of selling this idea to shoe stores 
throughout the country? Sixty-four 
percent said “yes.” 

Such a national association, working 
with local groups, many believe, could 
indicate arguments to be used in mak- 
ing clear to both retailer and consumer 
the false economy of early sales. And 
perhaps the argument advanced by one 
panelist might turn the trick. 
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“Original markups,” he wrote, “would 
not have to be so high if we cut down 
on the amount of cut-price selling now 
so prevalent in the general hurry to 
beat the next fellow into a new—and 
yet unborn—season.” 





Boys’ Two-Eyelet Heads 
Best Sellers in California 


BAKERSFIELD, CALIF.— The popular 
style two-eyelet, plain toe shoe for 
boys moved swiftly into the best-seller 
group in Bakersfield and other San 
Joaquin Valley cities in early fall 
merchandising, especially for back-to- 
school wear. 

In the shoe departments of the J. C. 
Penney stores, this shoe sold in high 
steady volume at $5.90 in sizes 2% to 
6. Only black was featured, in soft 
leather, with synthetic soles, rubber 
heels, sanitized. Another style with 
black foam rubber soles and _ heels 
sold at $5.90. 

A somewhat similar style with tassel 
tie, leather quarter linings, leather in- 
sole, double deck welting, and extended 
heel, was a good seller at GallenKamp’s 
It was featured in black, sizes 2% to 
6, and in B and D widths, priced at 
$6.99. 
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Review of 


The Retail Trade 
[CONTINUED FROM PAGE 71] 


But gradually a change has been 
brought about; there is more attention 
now being given to a definite fall sea- 
son. However, that will come a little 
later. Right now there is more activity 
in the back-to-school shoe business, but 
as that covers all age groups from kin- 
dergarten to college, both boys and 
girls, it pretty well takes in most of 
the shoes, excepting the very high style 
numbers. 

Many of the late vacationers are 
buying shoes. It has been for years 
a noted fact that practically every 
woman visiting Miami must take back 
a pair of shoes. Miami has a reputation 
for carrying the newest in style, and 
to be able to show shoes bought in 
Miami is as necessary to most visitors 
as it is to send picture post cards of 
the ocean and sun bathers. 

Most popular right now are the soft, 
casual shoes of odd shapes and colors. 
They can’t be worn out of doors in the 
north at this season, but they do make 
such comfortable leisure or lounging 
footwear. And an oriental-inspired vel- 
vet slipper, with a pink rose nodding 
on the tip of its turned up toe, or a 
jester felt bootie with turned up toe, 
aglitter and a jingle with “gold” coins 
around the top, makes an ideal Christ- 
mas gift. And many are being sold to 
those who do their Christmas shopping 
early. Burdines is offering such “soft- 
ies” at $6.95 and $8.95. A less expen- 
sive leprechaun at $2.99 is a soft 
gad-about in glove leather in a variety 
of colors. So comfortable for house or 
even street wear in this area. 

There may be weight on your head 
this fall, as the new millinery appears 
in top-heavy material and trim, but 
shoes appear to be extra light. The 
closed pump with the narrowest and 
most elegant of Italian pointed toes 
is top favorite in the shops where they 
are showing new fall styles. Heels, too, 
are important, and every woman must 
have a well-heeled look. There is plenty 
of emphasis being placed on back de- 
tailing in the dress field, and also in 
shoes. The problem of heel-breakage, 
that has been a menace every since 
heels started to grow slim and tall, has 
been overcome. Now they are made of 
magnesium or so called unbreakable 
plastic “rubber glass.” But no matter 
what height the heel may assume, 
it has to be decorated. 

The very feminine shoe is expected 
to be te leader as the season approaches. 
It is a truly lady-like shoe but the ex- 
treme Edwardian styles, such as but- 
tons and gaiter boots will have as little 
acceptance here, say the buyers, as a 
snowstorm. 

The new silk shoe of peau de soie is 
having some acceptance. Trimmed or 
decorated at the toe it is popular for 
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afternoon or dress wear. Most of the 
dealers are emphasizing something 
sparklingly different— something in 
color or style, serving as a great pick- 
up for late summer doldrums. The shoe 
has to look smart to attract attention, 
and for the most part it is the subdued 
colors that are moving well. Lizard is 
enjoying its usual between season pick- 
up and is being worn with travel cos- 
tume. 

For the young man off to college 
there is an entirely new shade of shoe 
leather, ivywood, with just a passing 
glance at the Ivy League Look! It is 
rather like the color of slightly burned 
toast, and the leather is a Canadian 
llama, stretched to achieve grain effect. 
The moccasin toe, loafer, wing tip and 
cap toe, are all wanted styles. 

For children there has been a heavy 
demand for the practical strap or 
saddle oxford. Some white has been 
selling, but more brown and white is 
in the picture. 


Inside Shoe Business 
[CONTINUED FROM PAGE 49] 


Europe — not only for shoes but for 
other products as well. It may be re- 
sponsible for speeding up the industrial- 
social evolution in Europe. 

In Italy, the artisan branch of the 
shoe industry is becoming a virtual 
shrine for shoemen all over both West- 
ern and Eastern Europe. The artisan 
branch is distinctly separate from the 
mechanized branch. The creative de- 
signing and shoemanship of this artisan 
branch is unmatched anywhere in the 
world. The so-called “Italian influence” 
in footwear completely dominates the 
200 million people of Europe, and is 
having a growing influence upon addi- 
tional millions in Eastern Europe. 
Italian shoes are now considered a new 
concept in the world’s history of foot- 
wear. 

If it is impossible for our own in- 
dustry to make statistical comparisons 
with the shoe industries of Europe, it’s 
also nearly impossible to understand 
how their industries function on the 
basis of cold “facts” alone. What’s 
more important is to understand the 
so-called “mentality” (the tempera- 
ment, attitudes, perspectives) of the 
European consumer. It is distinctly 
different from that of the American. 
And it’s that very “mentality” which 
determines the course and practices of 
the European shoe industry, and makes 
European shoe practices as “strange” 


(at least to us) as they are. But once 
this consumer “mentality” is under- 
stood, then the “strange” European 


shoe business practices become very 
logical and sound. 

To put it another way, if a European 
shoe store opened in the U. S. and 
operated in European fashion, it would 
go broke in the shortest time it takes. 
But the same applies to even the most 





efficiently operated American shoe store 
if it attempted to operate the American 
way in Europe. 

Perhaps it all serves to corroborate 
the old proverb about one man’s meat 
being another man’s poison. It may 
also serve to rationalize our thinking. 
What we may insistently call “the best 
possible way” is only relative. It may 
be an eminent success in one place and 
a total flop elsewhere. 





The Future of the 
Independent Shoe Retailer 


[CONTINUED FROM PAGE 55] 


pendent business suffer because of this 
practice, but the center suffers, too. In 
most cases, large companies specialize 
only in popular priced shoes. The cus- 
tomers who want more expensive shoes 
and individual service must seek them 
outside the shopping center. 

The matter of wedding capital with 
brains and ability is a difficult one. 
The government, through the Small 
Business Administration, is making 
some progress in this respect, although 
we should expect only minimal help 
from Uncle Sam. Many large shoe 
manufacturers are supplying able 
young men with capital. If these manu- 
facturers supply this capital without 
too many restrictions upon the inde- 
pendent operation of these stores, they 
will be performing a valuable service 
toward the maintenance of a free, in- 
dependent economy. 

The greatest hope for spiritual satis- 
faction is in a society of free individ- 
uals organized in small groups. For 
the good of society then, independent 
shoe retailers must be given the op- 
portunity to flourish. 





Alert Promotion Pulls 
Well for Wyoming Shoe Store 


CHEYENNE, Wyo. — An alert pro- 
motion by Flory Mendicino, co-owner 
of Flory’s shoe store here, resulted in 
a good increase in traffic as well as 
building of good will. 

Knowing by past experience of the 
intense local interest in the annual 
football match between the University 
of Wyoming and Denver University, 
Mr. Mendicino made arrangements to 
sell season tickets for the University 
of Wyoming football season at his 
shoe store. The university is located 
at Laramie, some 60 miles from 
Cheyenne, so the sales stunt not only 
brought in hundreds of potential new 
customers to the store but also proved 
to be a definite convenience to Cheyenne 
football fans who otherwise would have 
had to order their tickets by mail or 
drive to Laramie. 

Although the season includes Wyo- 
ming games at home with Western 
State, New Mexico, Utah and Kansas 
State, as well as Denver, the shoe 
merchant employed the high-interest 
Denver game to spark his promotion. 
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Four Out of Five 
Buy Polish 


[CONTINUED FROM PAGE 76] 


One pointer which Holmes passes along is the im- 
portance of keeping the shoe polish display fully stocked at 
all times. A display rack which is only partially filled 
usually gives the customer the impression that the store 
is trying to get rid of it, and therefore all salespeople are 
instructed to replace every can sold either from a storage 
drawer at the rear of the wrapping desk or from the store- 
room. “We sell three or four times the amount of polish we 
could turnover before we adopted this system,” he summed 
up. 


Why Walk? 


An overdose of automobiles and television is to blame for 
the “sitdown strike” among teenagers today, according to 
a survey of child experts and women’s editors on why 
youngsters don’t walk more. 

Unanimous opinion among the scores of specialists polled 
was that the two-car family and unrestricted TV fare had 
changed walking from a “social activity” to a “necessary 
evil” among both the younger generation and its elders. 

The man who sponsored the poll, because, as he says, 
“today’s children are amazingly adept at avoiding contact 
with terra firma,” is William Manowitz, president of the 
Hussco Shoe Co. However, the purpose of the survey was 
not to sell more shoes. “The teenager and her older sister 
own more pairs of shoes than ever before,” he stated. “But 
sadly enough, they’re not being used. It’s an economic 
waste.” 

Adult laziness came in for a heavy share of the blame. 
“Parents do not participate enough in teenage activities, and 
they themselves never walk when they can ride,” wrote an 
expert. 

Another commented that “the habit of transporting chil- 
dren to school, the movies, or to a friend’s home down the 
street, instead of walking them there, gets them started 
off on the wrong foot—or rather no feet at all.” 

“Tt’s not considered fashionable to walk,” was one con- 
clusion. 

The shoe industry and its stylists took a pelting from a 
number of women editors. One wrote that “it was impossi- 
ble to walk in spiked heels, where even the trek from car to 
house is painful.” Another merely commented that she 
had seen “a number of terrible things called shoes lately.” 

“Teenagers have gotten from their elders the notion that 
they must get someplace fast .. . We're always hurried, 
rushing somewhere,” an educator complained. “Walking can 
help restore a more relaxed and leisurely way of life.” 

Most replies urged Manowitz to launch a nation-wide 
“walk for health’s sake” program emphasizing recreational 
activities which required considerable walking. Hikes, 
picnics, hostel trips, and guided tours were suggested, as 
well as an industry-wide advertising campaign. Local civic 
and school groups would support the idea, he was told. 

Attractive shoe styling which does not sacrifice com- 
fort, was high on the list of recommendations. “More 
sports and casual wear . . . there has been too much em- 
phasis on glamorous footwear which is not comfortable 
for anything but sitting, or stepping on the accelerator.” 

A decade ago, Manowitz reasoned that the tremendous 
shift of population to the suburbs would get people out- 
doors and walking more. “Instead, the family piles into the 
car to drive a quarter of a mile for an ice cream soda.” 
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IN ONE SHORT YEAR... 


TINGLEY HI-TOP WORK RUBBERS 


have become standard equipment for rugged service. 


Molded in one piece, designed to fit broad work shoes 
including heavy steel toe. No fabric lining, easily 
turned inside out and wiped clean, or when necessary 
(as in Government atomic plants), can be laundered 
for decontamination. Widely used in chemical plants, 
refineries, dairies, and especially by farmers. Great 
stretch permits rubber to slip on easily, but won't 
pull off accidentally. Provides same protection as 2- 
buckle arctic, but 
Tough and long wearing, four sizes fit all work shoes 
from 6 to 13, regardless of width or style. Tingley 
safety diamond-grid non-slip sole. Available in rubber 
or Dupont Neoprene to resist grease, oil, fats, chem- 


lighter and more comfortable. 


icals, acids, solvents, etc. 


Only rubber on the market designed to fit molded or 
“space” shoes. 


ONLY 4 SIZES TO STOCK 


SMALL MEDIUM 
Fits Shoes 6 to 8 Fits Shoes 8 to 91/2 


EXT. LARGE Fits Shoes 11 to 13 


LARGE 
Fits Shoes 942 to 11 


* No dead stock 


* No outsizes 


* Less inventory 
* Faster turnover 
* Better profit * Year round seller 
* Quick fill-in service from jobber 
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' 

TINGLEY RUBBER CORPORATION * 

903 Ross Street, Rahway, New Jersey : 

Please send me the name of my nearest Tingley distributor and . 
new catalog on complete Tingley line. ; 
' 
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The Shoe Stylist... 


..and the SHANES in his or her shoes 





Style is basic. Style sells shoes. 


That’s why shoe manufacturers put so much time, 

money and effort into styling. - 

To keep styles ‘in style” longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vila-Tempered for extra strength 

and freedom from distortion. They fit like the master models. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 












VITA-TEMPERED STEEL SHANKS 
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Detroit Shoe Show on Par with Last Year’s 


Though Volume is Up Over July, Show Does Basic Fill-In Business; 
Michigan Shoe Travelers Will Cut Fairs Next Year From Six to Four 


Detroit—Designed basically as a fill- 
in show for fall and winter shoes, the 
shoe fair sponsored by the Michigan 
Shoe Travelers Club in the Hotel Stat- 
ler, September 9-11, drew an atten- 
dance of retailers about equal to that 
of last year’s show, with the amount 
of business written also holding about 
equal. 

Both attendance and volume of busi- 
ness were significantly up over the July 
show, which was also a fill-in event fol- 
lowing the big annual shoe fair in 
June. About 50 shoe travelers and 
manufacturers had sample rooms this 
time, showing about 60 lines. 

As a result of shoe fair experience 
of the past year, the MSTC has decided 
to cut the number of fairs from six to 
four next year, to be held in January, 
June, September, and November, with 
small “caravan” events to be held in 
March and July. The March event 
will probably be dropped in 1958, when 
Easter has the usual early date. 

In children’s lines, business was en- 
tirely size-ups, travelers reported. The 
back-to-school business has been good, 
and much stock replacement was re- 
quired. The demand continued entirely 
for school type shoes rather than dress. 
Leaders were saddle oxfords, little 
gents’ loafers, and sturdy school type 
straps. Brown remains the leader, but 
black is getting much stronger, espe- 
cially in the larger towns, 

Saddle oxfords, penny loafers, and 
white bucks continued to be the big 
three in growing girls’ lines. 

Men’s shoe volume was down from a 
year ago, attributed by travelers to the 
lack of strong new items. Leaders for 
men were plain-toe white bucks, and 
black and white saddle oxfords. The 
Ripple Sole drew outstanding trade in- 
terest and is moving very well here. 
Gore loafers continued good, especially 
in black. 

In house slippers, the demand was 
for fancier holiday-trade types, espe- 
cially fur-trimmed patterns, velvets, 
and shearlings. Scuffies in a variety of 
types showed increasing strength. 

Surprise of the show was the wom- 
en’s high fashion field, where business 
was “very good” travelers . reported. 
Patents held up strong. Blue appeared 
to be returning as a big seller for the 
holiday trade. Spring-o-lators were 
very important, with the preference 
continuing for vinyls, including intri- 
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cate patterns of vinyl in combination 
with other materials. Flats continued 
to be good, with a wide selection offered 
in textured leathers. 

Important new items in fashion foot- 
wear included Florentine silk, which 
shown in gunmetal, bronze, black, and 
white, the white being used chiefly for 
tinting. This was shown in opera 
pumps and slings, and generally sold 
with matching bag combinations. 

Also Bamboo, a textured leather, in 
the closed casual field. This was offered 
in a wide range of tones, proving a 
favorite in smoke cork, and gray. 





Wide Educational Activity 
For Mid-Atlantic Shoe Show 


PHILADELPHIA — The Shoe manage- 
ment committee has approved an ex- 
panded program of activity for the 
Mid-Atlantic Shoe Show to be held 
January 12-16 at the Benjamin Frank- 
lin Hotel, it was announced by Clar- 
ence R. Heyde, executive director of the 
show. 

In addition to educational features, 
Mr. Heyde said this activity would in- 
clude a “show within a show,” centered 
in the hospitality headquarters for re- 
tailers and buyers in the Franklin and 
Lafayette rooms on the hotel mezza- 
nine. Show visitors will be able to 
inspect educational features and sam- 
ple shoes, receive calls, enjoy buffet 
time and be eligible for prizes. 

Exhibit arrangements are now under 
way and applications, now in the mails, 
are again based on the honor-roll sys- 
tem of points acquired from participa- 
tion in former shows. 

Officers and directors of the show are 
Walter P. Palmer, Ephrata and Ger- 
berich-Payne Shoe Companies, presi- 
dent; Josh H. Kimmelman, Vanity 
Shoes, Inc., vice-president; A. H. Mirra, 
Jr., Herbst Shoe Company, secretary- 
treasurer; Edward Trachtenberg, Hill 
Shoe Company, and Clarence R. Heyde, 
Boot AND SHOE RECORDER. 

In the advisory group for manufac- 
turers are David H. Kreider, W. L. 
Kreider’s Sons Manufacturing Com- 
pany, Inc., and Harry E. Snayberger, 
Walkin Shoe Company; for retailers: 
William Piper, Geuting’s Shoes, and 
Frank H. Rich, B. Rich’s Sons. 

All details having to do with the 
coming show should be directed to head- 
quarters, P. O. Box 64, Glenolden, Pa. 


Better Shoe Guild Show 
Writes Resort Style Business 
By ELEANOR MAUD RUTTY 


NEW YorRK — The Guild of Better 
Shoe Manufacturers’ recent opening of 
early spring and _ southern resort 
collections was “not spectacular,” ac- 
cording to members. Bad timing was 
one explanation and the fact that there 
will be a Guild showing in October 
during the week before the Chicago 
Show. At this time the spring collec- 
tions will be opened and a number of 
retailers throughout the country are 
waiting to come to New York for this 
show. Many of them do not feature 
shoes for southern resort wear and 
felt no need to visit Guild showrooms 
so early. 

Business was written at the recent 
openings, however, and _ included, 
beside resort styles, holiday shoes for 
after-five and evening; reorders, among 
them vinyl shoes, often in mule types 
and black patent leather. The latter is 
slated to be the number one color 
and leather for spring. 

For the resort season white is 
expected to be the favorite and to be 
sold in a variety of leathers. These 
include smooth and sueded surfaces 
and textured leathers. White will be 
a favorite trimming on black patent 
leather, as well as other colors and 
leathers. Conversely, black will combine 
with white as a trimming in both 
large and small areas. Appearing as a 
trend in several lines was a different 
proportioning of white with color in 
spectator types, with the two in more 
equal areas. 

Following black and white, pale to 
medium beige is considered the volume 
neutral color. Clear, light gray is 
highly thought of as a neutral for high 
fashion promotion. The revival of the 
Mexican colors has brought back 
bright blue, red, green and _ yellow, 
sometimes in combination. One manu- 
facturer is featuring each color 
separately as a promotion series. 
Another Guild member has used red, 
blue, green and yellow in unusual 
tonalities and considers them to be 
off-beat Mexican colors. Turquoise 
again appeared in a number of lines 
and was regarded as a possibly good 
promotion color. The red, white and 
blue combination is back again in 
interesting new treatments. 

Textured leathers were important 
in Guild lines and looked especially 
right in white and the light neutrals. 
“Broadtail” was most important in 
white and in black. A few manu- 
facturers showed this deep textured 
leather in pastel colors. Pastels, in 
any leathers do not seem to show as 
much importance as in previous sea- 
sons, The neutrals, gray, beige and 
off-beat taupe-y tones, are the favorite 
light colors, often touched with white 
or black. A few printed leathers, the 
prettiest in floral designs, also were 

[TURN TO PAGE 84, PLEASE] 
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Nobil Unit Designed for One-Stop Shopping 





Nobil officers say the interior of the new suburban Cleveland Parmatown unit 
will be quite similar to that of the Fairlawn store above. Women's shoes will 
be otf the front, men's in the center, and the children's section at the rear. 


CLEVELAND—The Nobil Shoe Com- 
pany of Akron, Ohio, scheduled the 
opening of the sixty-eighth link in its 
growing midwest chain for September 
1 in Cleveland’s suburban Parmatown 
Shopping Center. 

The new operation achieves an ef- 
fective decor by combining the spa- 
ciousness of a salon-type unit with the 
efficiency of an all open stock arrange- 
ment. 

Departmentalization is depended up- 
on to effectively break up the rather 
long 25-by-110 foot selling area. Men’s, 
women’s and children’s shoe customers 
will each have their own seating sec- 
tions, which will be divided by dis- 
play tables and varying color schemes, 
thus maintaining an uncluttered look 
throughout. Stock will be housed 
along the two side walls, leaving the 
main portion of the floor free, point- 
ing up the emphasis on utility com- 
bined with spaciousness. A special rear 
25-by-40 foot stockroom will house the 
remainder of the store’s inventory. 

Carrying through its idea of display- 
ing a maximum of merchandise in a 
minimum of space, Nobil’s uses only 
a few legged tables and shadow boxes 
for display surfaces. 

Each department features colors in 
harmony with the type of customer 
being served. Walnut brown chairs for 
men lend a masculine air to the men’s 
section; a carnival yellow group of 
chairs highlights the children’s depart- 
ment, while a dusty rose grouping of 
chairs sets off the women’s section. 
Chairs are arranged in small group- 
ings of six to eight, generally lined 
against or facing the stock-lined walls. 

In keeping with the company’s em- 
phasis on open, visual appeal the Parma 
store features a 25-foot visual front, 
completely glass-enclosed and lighted 
with fixtures designed to highlight 
each group of shoes in the window. 





The Nobil chain feels “that as much 
of the front should be open as possible 
so as to provide the customer with an 
easy visual insight into the entire sell- 
ing area of the store.” 

In general, the basic design of No- 
bil’s Parma store is being keyed to an 
overall policy of making shoe-shopping 
a one-stop family event. 

The Nobil Shoe Company operates 
stores and leased departments in 10 
midwestern states with offices and 
warehouse in Akron. For 68 years 
Nobil’s have operated family type shoe 
stores in the popular-price field with 
emphasis on fitting every member of 
the family in just one stop. 

The new Nobil store, like its other 
units will also feature coordinated 
styles of handbags and hose for men, 
women and children. No manager or 
other personne] has been named as yet 
for the new unit. 


Rothschild Name Altered, 
New Luxury Lines Added 


St. PAUL, MINN.—The Maurice L. 
Rothschild and Company store, at East 
Seventh and Robert Streets since 1892 
has now become the Maurice L. Roths- 
child-Young-Quinlan Company, taking 
the same name as its Minneapolis store. 
With the new name, there has also 
been added new lines of luxury mer- 
chandise. All merchandise and fashion 
will be identical to the merchandise and 
fashion of the Minneapolis store. 


In the shoe sections new lines have 
been added and better lines enlarged. 
Such lines as Herbert Levine, Pari- 
mode, Cellini, D’Antonio and Couture 
have beend added. 

Lester Ness is buyer-manager of the 
men’s and children’s shoes. Irvine Willy 
is manager of women’s shoes. 
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Dates to Remember 


Advance Spring Shoe Market Week, 
New Engiand Shoe and Leather Asso- 
ciation, Hotels Statler and Touraine, 
Boston . Sept. 30-Oct. 4 

Canadian Shoe and Leather Fair, Shoe 
and Leather Council of Canada, Sher- 
aton Mount Royal Hotel, Montreal 

Oct. 7-10 

Spring Opening, Guild of Better Shoe 
Manufacturers, New York City. .Oct. 22-26 

Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago 

Annual Fall Meeting, Independent Shoe- 
men, Sheraton-Blackstone Hotel, Chi- 
7S EEA SE pe eee ree Oct. 27 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

Oct. 28-Nov. | 

Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn.. Nov. 3-6 

Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo..... Nov. 4-5 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. . Nov. 4-5 

Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. ... ... Nov. 4-6 

Spring Shoe Fair, Pacific ‘Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle . ....Nov. 4-6 

Shoe Show, Southeastern Shoe Travelers, 

Inc., Henry Grady, Dinkler Plaza, 
Peachtree and Piedmont Hotels, 
Atlanta . Nov. 4-7 

Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 

Des Moines, la. . Nov. 11-12 

Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis ... ...a.Nov. 11-13 

Spring Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 

Nov. I1-14 

Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. -Nov. 11-14 

Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Hoos Building, Los An- 
geles ..Nov. 11-14 

Shoe Show, Michiqan Shoe Travelers 
Club, Pantlind Hotel, Grand Rapids, 
Mich. Nov. 14-16 

Shoe Show. Pennsylvania Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pittsburgh Nov. 18-20 

Heart of America Shoe Show, Central 
States Shoe Travelers, Muehlenbach 
ond Phillips Hotels, Kansas City, Mo. 

Nov. 18-20 

Shoe Show, Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus 

Nov. 18-20 

Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City _. Nov, 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicaao 


Dec. 2-5 
Mid-Atlantic Shoe Show. Benjamin 
Franklin Hotel, Philadelphia Jan. 12-16 


Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
N. Y. Jan, 20-22 

St. Louls Shoe Show, St. Louls Shoe 
Manufacturers Association, Lennox, 
Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 

April 27-30 
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Edison Brothers Fills Two Executive Posts 





ED STERNECK 


St. Louts.—Edison Brothers Stores, 
Inc., recently announced appointments 
to two executive posts. Ed Sterneck, 
former manager of the Chandler’s Cin- 
cinnati store, has been appointed to an 
executive position in the firm’s welt 
division, while Gilbert Fiser has been 
appointed a merchandise executive on 
the staff of the Chandler’s division in 
the St. Louis home office. Mr. Fiser 
previously held the position of regional 
manager of the firm, with headquarters 
in Long Beach, Calif. 

Mr. Sterneck, a native St. Louisan, 
joined Edison Brothers as a salesman 
in 1935 when the company opened its 
first Burt’s store in that city. Within 
two years he was made manager of the 
Cincinnati Baker’s, and consequently 
promoted to the Chandler’s store at its 
opening in 1954. 

Mr. Sterneck will live in St. Louis, 
where he will be associated with Barney 
Lebowitz, director of the welt division. 

No successor to the Cincinnati Chan- 


GILBERT FISER 


dler’s store has been named as yet. 

This additional post in the Chandler’s 
division was made necessary by the 
growth in the number of Chandler’s 
stores during the past few years, com- 
pany spokesmen report. Twelve new 
Chandler’s stores are scheduled for 
opening this fall. 

Beginning with Edison Brothers in 
1936 as a salesman in the Lincoln, Neb., 
Baker’s store, Mr. Fiser served as as- 
sistant manager and manager for the 
company, holding posts in Minneapolis, 
Los Angeles and San Francisco. In 
1947 he was promoted to regional man- 
ager, in which capacity he has super- 
vised the Hollywood, Minneapolis, Chi- 
cago and Long Beach regions for the 
firm. He attended Nebraska and 
Creighton Universities. 

Mr. Fiser, with his wife and daugh- 
ter, will now take up residence in St. 
Louis. In his new position he will be 
associated with Louis Liebson, director 
of the Chandler’s division. 





Oldest Spokane Shoe Store Bought by Naglers of Oregon 


SPOKANE, WAsH.—Arthur Schulein, 
Spokane’s oldest shoe store, has 
changed hands. For the first time, this 
pioneer store is out of the Schulein 
family. Established in 1889 by the late 
Sidney and Martin Schulein, who were 
brothers, the business was taken over in 
1929 by Arthur S. Schulein, son of 
Sidney Schulein, one of the founders. 

The name end business of the store 
were purchased by L. L. Nagler, of 
Eugene, Ore. Mr. Nagler and his son, 
L. L. Nagler, Jr., will be associated in 
the Schulein store. Mr. Nagler, who 
has been in the shoe business for ap- 
proximately 382 years in Oakland, 
Calif.; Seattle, and Eugene, Ore., op- 
erates a shoe department at Kauf- 
mann’s in Eugene and another at Car- 
roll’s in Boise, Ida. He plans to con- 


tinue these two operations in addition 
to his new Spokane store. 

Schulein’s suffered an _ extensively 
damaging fire in June, 1956, when the 
Peyton Building in which it is located 

Since that 
undergoing 


was partially burned down. 
time the store has been 
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construction. Reopening is planned for 
about September 1, at the same location 
under the new ownership. A modern- 
istic black and white front, black and 
gray interior design and air condition- 
ing are among the changes being made 
during the reconstruction period. 

Schulein’s well known in Spokane for 
its high style, dress footwear for 
women and its exquisite accessories, 
will continue to carry the same lines, 
according to Mr. Nagler; who also 
states that there will be no change in 
the policy or personnel of the store. 





Thom MeAn Unit Relocated 


INDIANAPOLIS, IND.—A Thom McAn 
shoe store has been relocated a few 
doors west of a former location. The 
new store which is at 10 East Wash- 
ington Street, is managed by William 
Jones. The store specializes in men’s 
and boys’ footwear. A full-line shop is 
operated by the chain at 21 North IIli- 
nois Street. 


Specially Designed Cases 
Promote Self-Selection 


LINCOLN, NEB.—Two waxed plywood 
display cases with birchwood moulding 
trim are among the 18 new floorcases 
installed at Wells & Frost street floor 
shoe departments, and Jack Wells, pres- 
ident, said the two cases are the first, 
in his knowledge, to appear in a shoe 
store anywhere. Special design has 
adapted them to extreme efficiency in 
display of footwear accessories for self- 
selection. 

Designer of the cases is Vic Maul, 
display manager. The blonde wood 
matches the wall fixtures in the recent- 
ly remodeled and relocated men’s dress 
shoe department and the new women’s 
comfort shoe section. 

Sixteen of the cases serve the dual 
purpose of dividers and open display 
shelves in the departments. Each has 
four adjustable shelves opening on the 
traffic aisles for display and storage 
of forward stocks. All 18 cases are 14 
inches deep and stand waist-high. 

The two accessories cases have been 
installed side-by-side on one of the 
heaviest traffic aisles leading to the 
credit office and children’s footwear de- 
partment at the rear of the floor 

The special cases were designed to 
show shoe laces, polishes and other shoe 
dressings on two slanting top shelves. 
The four adjustable shelves below hold 
boxed accessories such as shine kits, 
shoetrees, brushes and insoles. 

Mr Maul cut glass dividers in special 
oblong shapes to perfect the top display 
shelves. The dividers fit into adjust- 
able metal frames. Slanting arrange- 
ment of the shelves provides maximum 
customer vision, Mr. Wells pointed out. 





Kentucky Walk-Over Agency 
Awarded 50-Year Medal 





A window display of Lair & Oldham, 
Georgetown, Ky., featuring the 50-Year 
Medal presented to the store by Geo. 
E. Keith Company in recognition of a 
half century as an agency of Walk- 
Over shoes. A citation is also shown. 
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Build Children’s Shoe Traffic with Caged Live Monkeys 


CLEVELAND—Monkey business was 
again the order of the day when Clar- 
ence Faflic Shoes, Inc. opened its sixth 
unit in the Parmatown Shopping Cen- 
ter, here. Faflic’s newest store features 
as star boarders a pair of imported 
monkeys, similar to those moved into 
their Southgate store when it was 
opened last year. 

The monkeys are housed in a special 
cage built into the wall at the rear of 
the store. The cage is just one part 
of a unique and colorful mural de- 
signed for the children’s section of the 
store. The mural, called Kiddie Fair, 
has in addition to the monkey cage and 


circus illustrations, a special pail where 
children can pick out their own lolly- 
pops. 

Faflic’s newest unit features a novel 
exterior, combining a full-width glass 
front with an attractive turquoise and 
gold tile bulkhead and beige terrazza 
stone lobby floor. To the right of 
the entrance is the men’s section, mas- 
culinely decorated with tan upholstered 
walnut chairs and chartreuse walls. 
Turquoise carpeting is featured 
throughout the store, except at the en- 
trance where black and white speckled 
tile is used. 

Chairs in the women’s section are up- 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 















TEEN TRIUMPH FLIPPER 


Smooth biack leather, two-tone black 
and white storm welt, white fairstitched, full 
grain leather insole, leather quarter lining. Pacifate 


vamp lining, heavy nuclear outsole, rubber heel, combi- 
IN- 


nation last. Also available in Dirty Buck as 79461. 
STOCK October I5th. B, 4-7; C, 3-7; D, 3-7. 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 
LONG-LIVEO OUT SOLES 


Write today for 
FREE 
IN-STOCK catalog! 






THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO 
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cially crafted to stand up under the 


STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 
features that guarantee their long wear, fine 


fit and genuine comfort. They’re espe- 


rough use boy’s shoes receive, and 


give the kind of wear that brings 
customers back! If you sell 
boys’ shoes, you owe it 

to yourself to investi- 


gate Brooks! 


i, “TH-TOR” GRASS 
NAILS LOCK SOLE 
ADO EXTRA WEAR 
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This special monkey cage, with its simian 
occupant, is the latest wrinkle in mer- 
chandising children's shoes as practiced 
by Faflic Shoes, Inc., in Cleveland. Al- 
ready part of the children's shoe depart- 
ment decor in its Southgate Shopping 
Center unit, plans called for a similar 
display in Faflic's newest store in the 
Parmatown Shopping Center. 


holstered in yellow with walls in a har- 
monizing rosetone. Rose is also used 
for the modern wood chairs in the chil- 
dren’s section. 

An attractive 24-foot handbag bar is 
located adjacent to the wrapping desk 
at the entrance opposite the men’s sec- 
tion. 

Combining utility with beauty, the 
new Faflic store uses attractive diag- 
onal-shaped free-standing wrought iron 
display shelving down the length of 
one side wall. It effectively hides the 
stock shelving lining that wall. A spe- 
cial baleony for stock has been built 
over the rear selling area. 

The store is illuminated by a series 
of horizontal, rather than vertical 
strips, creating an almost daylight bril- 
liance throughout the selling area. 

The new store is managed by Howard 
Schwartz, who has been with Faflic’s 
for several years as a part-time sales- 
man. 


Better Shoe Guild Show 


Writes Resort Style Business 


[CONTINUED FROM PAGE 81] 


shown by a handful of Guild members. 


One manufacturer has an imported 
washable satin in a blurred abstract 
design in several color combinations. 


Black and white rated first. 

Another upper material that every 
Guild member finds he must include 
is vinyl, and clear vinyl. Glamor and 
a new style interest is given to this 
material by painting delicate designs 
right on the surface of the plastic 
instead of laminating the decorative 
material between two layers of the 
colorless vinyl. This material has the 


advantage to the consumer of being 
adapted to many uses and occasions. 
It is being trimmed for evening wear 


with rhinestones. Other after-five 


materials very strong this season are 
peau de soie, satin and faille in black 
and in white for dyeing. 
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PPSSA Sending Out Blanks 
For Spring-Summer Show 


New York—O f ficial application 
blanks for the spring and summer, 1957 
Popular Price Shoe Show of America 
have been mailed, it was announced b 
Edward Atkins and Maxwell Field, co- 
managers. The forthcoming PPSSA 
will be held November 25-29 at Hotels 
New Yorker and McAlpin in New York 
City. 

The seventeenth semi-annual indus- 
try market week will be sponsored 
jointly by the National Association of 
Shoe Chain Stores and the New En- 
gland Shoe and Leather Association 
The event which attracts over 600 ex- 
hibitors and 7,000 retailers and buyers 
is administered by a Joint Industry 
Committee under the co-chairmanship of 
Jack M. Schiff of Shoe Corporation of 
America, and A. W. Berkowitz of 
Bourque Shoe Company. Mr. Schiff 
and Mr. Berkowitz are presidents, re- 
spectively, of the chain store and the 
New England associations. 

Application blanks are being mailed 
only to exhibitors at last May’s PPSSA, 
the co-managers declared. These ex- 
hibitors will be given an option period 
extending from September 10-22 to re- 
ceive display facilities they used at the 
previous show. After September 22, 
application blanks will be sent to the 
trade at large and requests for space 
honored on strict priority of receipt at 
the Boston office of PPSSA, 210 Lincoln 
Street. 


Stone Moving Retail Operation 
To Cleveland Shopping Center 


CLEVELAND—Stone Shoe Company of 
Cleveland will open its fourth branch 
store in the new addition to the South- 
land Shopping Center here some time 
after the first of the year, according to 
Frank Highland, general manager. 

The new store will follow Stone’s 
other branch stores in design, featuring 
a family type service with an attractive 
modern salon-type decor. 

In announcing the proposed opening, 
Mr. Highland also reported the com- 
pany’s plans to close its store at 10304 
Euclid Avenue, September 30 at ex- 
piration of the store’s lease. “Changing 
times,” Mr. Highland explained, “have 
brought about the need to move our 
stores to new areas where we feel we 
can have a greater potential in the 
growing suburban shopping centers.” 

Miles Shoe Company, a national shoe 
chain with one other unit in Cleveland, 
is reported to be taking over Stone’s 
location at One-Hundred-and-Third and 
Euclid. 


Lavin Is Wise Shoe Buyer 

New YorkK—Jerome Lavin has been 
appointed shoe buyer of dress shoes at 
Wise Shoe Stores, Inc., 229 Fourth 
Avenue, here, it was announced by 
Lawrence A. Schoen. 
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Desert Boot Very Popular with California School Girls 


BAKERSFIELD, CALIF.—The Desert 
Boot, introduced under the headline 
“Campus Coverup,” was the one new 
thing, the exciting novelty, that at once 
took the lead in early Fall merchan- 
dising of footwear for women in this 
area. It was offered by the C. H. Baker 
shoe store downtown in that city, priced 
at $6.98. 

A six-column ad, six inches deep, i 
the Californian, announced the nota 
into shoe to the high-school and college 
multitudes. The ad was effectively il- 
lustrated with one shoe, large size, 
black on white, and the copy, in italics, 
told the whole story in these words: 


immediate 
delivery 


“Latest steal from the men, the Desert 
Boot! Slimmer and trimmer, of course, 
a slip- -in. No lacing to fool with in the 
morning rush to class! Soft unlined 
glove leather, with a contrasting anklet 
collar and bouncy, cushion-crepe sole.” 

The “boot” was offered in toast or 
black with natural collar, and in nat- 
ural with toast. 

The so-called boot is said to have 
tnken Bakersfield College women and 
the thousands of girls in the four 
Bakersfield high schools by storm, as 
well as those in ten high schools in 
nearby towns within the Bakersfield 
shopping area. 








SPRING-KNIT 


Right now . . . when you need 
‘em most. . 

Princess Leotards in-stock for fast 

delivery. “Spring-Knit" of 

durene yarns, the Princess "gives" 

with every body movement. 

Talon fastener. Elastic in legs. 

Black, Red, Royal and Copen 

Blue, Pink and Aqua. 

Sizes 2-14—$2.25 

10-20-—$2.50 


. we have your 
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by BERNED 


BERNED SHOE CO. 


Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 





BAKERSFIELD, CALIF.—The newly-re- 
modeled Leed’s Shoe Store at a main 
downtown corner at Chester Avenue 
and Nineteenth Street here, held a 
grand reopening August 31 and Sep- 
tember 1, although business had been 
conducted as usual behind a false ply- 
wood front with small display windows 
built into it, during several weeks of 
modernization work by carpenters, gla- 
ziers, decorators and electricians. 

The new full-length visual display 
windows are deeply-recessed to provide 
a spacious, sheltered area for window- 
shopping, and also to provide for 





New Leed’s Store Features Full-Length Display Windows 


greater window area. Above the win- 
dows is an immense neon sign with the 
single word “Leed’s” followed by “Qual- 
icraft Shoes,” in a lower right-hand 
corner. The new facade has a zolotone 
finish, while the windows are trimmed 
in veritone medley mosaic ceramic tile. 

The main shoe salon, with walls in 
pale cocoa, is carpeted in celidon green, 
while chairs are in cytron and sand 
textured plastic. Both fixtures and 
color accents are in brown and yellow. 

The store, is Leed’s forty-seventh in 
California. 
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U-tip Blucher, 
brown soft long 
grain leather, right 
and left quarters, nat- 
vral welt, white stitch 
on welt and around heel 
seat, steel arch, full grain 
insole, Nylon upper stitching, 
Pacifate twill lining, leather 
sole, on ovr No, 14 Com- 
bination last. Also 
available in black as 

LEO. IN-STOCK to 

retail at $10.95. 
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Shaw continues to give you the “sales magic” 
of quality men’s shoes, priced in the range 
where you do the most volume! Shaw's 
steadily rising sales prove this policy 














really PAYS OFF WITH PROFITS 
for our retailers. Another advan- 
tage is Shaw’s unique Trade 
Builder way of supplying you 

with OVERNIGHT service 

from over 50 Shaw distrib- 
utors located in every sec- 
tion of the country, Your 
inventories are low—your 
profits high! Shaw shoes 
are pre-sold for you, 
with regular national 
advertising in lead- 
ing, large-circulation 
men’s magazines. 
With Shaw you get 

a profit-packed 
package that insures 
your success—now’s 
the time to start! 


-« "WRITE TODAY 

for the name of your 
nearest Shaw Trade — 
Builder distributor, ond 
our new IN-STOCK | 
catalog showing our 

complete line of men's - 
casual, dress, work | 
and comfort shoes, 











Block’s Shoe Chain Opens 
Forty-Second Northwest Unit 


WALLA WALLA, WASH.—Block’s Shoe 
Store reopened a new unit at 113 East 
Main Street in Walla Walla’s down- 
town business section. 

Block’s have served Walla Walla 
families for 20 years—but operations 
were interrupted in moving to new 
quarters. 

This new store mark’s Block’s forty- 
second store in the Northwest’s larg- 
est family shoe chain. It also operates 
stores in Oregon, Idaho, Montana and 
North and South Dakota. 

The new Walla Walla store will be 
under the management of Harry 
Barnes. 

The Walla Walla store’s construc- 
tion stresses a contemporary note in 
retail design, with a massive overhead 
and two huge show windows with high- 
intensity lighting. 

Thirty-three years ago, Max Block 
and his father Hyman Block opened a 
small shoe store in Seattle Pike’s Place. 
The merchandising policy at that time, 
as now was built around complete lines 
of family footwear. Block’s steady 
growth was highlighted in 1945 when 
the business became a wholly-owned 
subsidiary of Shoe Corporation of 
America, 


Edison Brothers Names 
Los Angeles Area Manager 


St. Lovis—Edison Brothers Stores, 
Inc., has recently announced the ap- 
pointment of Jim Rowedder to regional 
manager, supervising most of the 
Chandler’s stores in the greater Los 
Angeles area. Mr. Rowedder, who will 
make his headquarters in Hollywood, 
replaces Gilbert Fiser, who was named 
to a home office merchandising post in 
the Chandler’s division. 





JIM ROWEDDER 


Mr. Rowedder has been serving for 
the past three years as manager of Edi- 
son Brothers’ ultra modern Chandler’s 
store in Clayton, Mo., a suburb of St. 
Louis. He began as a salesman with 
Edison in 1947, while he was still at- 
tending the University of Nebraska. 
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Surrealistic Displays Help 
Sell Women’s Fall Footwear 


DENVER—A slightly surrealistic win- 
dow display was used effectively during 
August by Frank Parker, women’s shoe 
buyer at Daniels & Fisher Store Com- 
pany to show fall styling. 

Against a background which was an 
unbroken surface of charcoal gray, Mr. 
Parker concentrated interest on a sin- 
gle stocking-clad leg projecting from a 
shocking pink bouffant petticoat. 





One of the surrealistic displays of a 
disembodied leg was used by a Denver 
shoe department to accent fall styling. 


The single leg wore a popular char- 
coal gray pump heavily urged by 
Daniels & Fisher women’s shoe depart- 
ment for the 1956 winter season. In- 
visible wires held the flouncy skirt in 
place and concealed spotlights at the 
top of the window brought it into bril- 
liant contrast with the flat gray rear 
wall. 

Projecting at odd angles from the 
curving rear surface were half a dozen 
additional stocking-clad legs, each in 
turn displaying a heavily emphasized 
color for fall. A single sign at the bot- 
tom of the window quoted, “Oh Those 
Theodores!” to accentuate a popular 
brand in the Daniel & Fisher inventory, 
and borrowing a slogan theme from a 
popular automobile’s advertising mes- 
sage. 

Along with the suspended legs, hands 
appeared from nowhere to support 
handbag styles recommended by the 
store with the brightly-hued fall foot- 
wear. 





New Family Store Opened 


ExLmiraA, N, Y.—The Bootery, a new 
family shoe store, has been opened at 
165 N. Main St. The store includes a 
hosiery bar and bag bar. The store 
launched its formal opening with a full- 
page newspaper ad in which it offered 
gifts for adults and children, 
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Flood Anniversary Marked by Store Promotions 


WooNnsockKET, R. I.—Three shoe 
stores and departments of the Social 
Shopping Center recently cooperated 
with 70 other merchants to stage a 
promotion called “Thank You, Woon- 
socket.” It commemorated the first an- 
niversary of the disastrous floods which 
covered the area with dirt-laden water 
up to five and six feet above floor lev- 
els, destroying all equipment and mer- 
chandise stocks. 

The promotion was put on to thank 
people for their patience and under- 
standing during the months when the 
stores were being remodeled and re- 
stocked. The far-reaching aim of the 
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promotion was to focus attention on 
the newly Social shopping area. The 
affair was advertised in large space 
newspaper advertising and with radio 
spots. 

Cooperating shoe stores included 
Gagne Shoe Shop, Phil’s Family Shoe 
Store and Social Department Store. 


Signs Shopping Center Lease 
ATLANTA, GA.—Holiday Shoes has 

leased a store in a new shopping cen- 

ter to be built on Buford Highway at 


Briarwood Road here at a cost of 
$5,000,000. 


Here’s the 
answer... 





Bec AUSE “SUPERSOLE” is 


genuine leather—with LONG 
LIFE tanned in it is the 


perfect answer to today’s 


demand for all-leather 
shoes 
SUPERSOLE 


every other soling material 


outwears 


rela Me ial-Meaalela 4-1 Pam allalelel Mm tel 
rificing any of leather's de 
iigelelicMmaalelaelal-lat tila 

SUPERSOLE” makes any 
shoe a better shoe. It's the 
answer to your soling 
problem! 


VIRGINIA OAK TANNERY 
SALES CORPORATION 


baa NEW YORK, N. Y. 


87 








Denver—There is no more effective 
means of building up long-range good 
will and word-of-mouth endorsement of 
a retail shoe store than to stage a series 
of successful fashion shows, according 
to Mills Jernigan, owner of Howards 
Shoes, smart suburban family shoe 
store here. 

The Howards store occupies a promi- 
nent spot in Denver’s fashionable Uni- 
versity Hills shopping center, with 
high-style apparel retailers, including 
the city’s largest suburban department 
store a few feet away. In order to 
attain the sort of individuality he de- 


Fashion Show Program Builds Traffic and Goodwill 


sired, Mr. Jernigan began using the 
fashion show theme five years ago and 
since then has averaged six such pres- 
entations per year, usually during the 
spring and fall months when fashion 
interest in all aspects of apparel is at 
its height. 

“We consider fashion shows particu- 
larly important in that style-minded 
women will always attend to make cer- 
tain that the shoes which they are 
wearing are up to the minute and 
mothers will invariably attend those 
which are slanted toward children be- 
cause they get a perspective on both 
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BABY SHOES 


more mothers trust them— 


MORE MOTHERS BUY THEM — 


THEY ARE THE BABY SHOES WITH 
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only partially formed when baby takes these first steps... 
a fact mothers are interested in, We urge you to suggest, 
therefore, that mothers buy IDEALS — the “Flexible-PLUS” | 


Style No, 449 
Our femous Flexible Walking 
Shoe, White, Brown, Red Elk, 
Laved. Narrow, medium, wide 
~tizes 3 to 8, 


baby shoes, 


flexibility — ptus! 


Every shoe buyer knows the importance of flexibility cannot be 
overemphasized where baby feet are concerned. Flexibility has 
always been stressed by IDEAL because nothing, NO, 
NOTHING, counts more in the shoes baby wears when he | 


takes his first steps. The bone structure of the infant foot is | 


MRS. oars Mdeal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


71 WEST 35TH STREET 
NEW YORK 1, N.Y, 
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styles and the amounts they must ap- 
propriate to keep the children properly 
shod,” Mr. Jernigan said. “For example, 
this year we have made quite an issue 
of white buck, featuring it for all ages 
up to 12 and used very little other 
promotion than the fashion show route. 
White buck sales have hit a new high 
with us in all age brackets even in adult 
sizes which proves that the fashion 
show established the sort of point we 
were anxious to make.” 

Howards Shoes stages its fashion 
shows on two platforms, either assum- 
ing the entire role on its own shoulders 
or co-sponsoring the fashion show 
events with women’s ready-to-wear 
stores located in the same shopping 
center. In each instance, the shows 
are offered as much appreciated “en- 
tertainment” for women’s groups such 
as Parent-Teachers Associations, 
church organizations, mother’s clubs, 
ete. Since the store is a complete fam- 
ily shoe store with sizes to accommo- 
date all brackets, it has proven just as 
effective to “club” shoe fashions with 
women’s styles or according to the 
needs of the organization which is co- 
sponsoring the event. 

The major expense which must be en- 
countered in staging fashion shows is 
usually the construction of a ramp on 
which the models will appear, Mr. Jer- 
nigan said. Normally, costs for music, 
tickets, advertising, are borne by the 
women’s organization, most of which 
charge admission for the fashion show 
and add a substantial amount to the 
treasury in the process. The average 
cost for a ramp is $50 or so, and often 
the lumber and building materials 
which go into its construction can be 
re-used again later on, The usual site is 
gymnasiums of local schools, churches, 
the meeting rooms of country clubs, 
women’s club buildings, etc. 

One thing which Mr. Jernigan has 
found essential to obtaining excellent 
cooperation from his models is to offer 
each a pair of top flight nylon stockings 
as a gift from the store, as well as to 
offer a substantial discount to the 
models or club members on the shoes 
shown. Such compensation, although 
not expensive, helps to put the affair 
on a more businesslike basis, according 
to Mr. Jernigan, and enables the store 
to ask for promptness and obedience to 
instructions on the part of all per- 
sonnel concerned. 

In order to guard against costly er- 
rors, damage to the footwear shown, 
etc., Howards Shoes has developed a 
process of covering the soles of every 
pair of shoes neatly with a heavy brand 
of masking tape which can be readily 
cut to fit the contour and outline of the 
sole without showing from the runway. 
Each pair of shoes is carefully 
wrapped, marked with the name of the 
model who is to wear the shoe, the time 
at which it is to be shown, and other 
essential facts. A careful precheck 
with all of the women who are going to 
model insures that the size is correct 
and to guard against unexpected 
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“snags” in the smooth functioning of 
the event. 

As many as 30 models have been 
used successfully in some of Howards 
fashion shows, particularly where chil- 
dren are concerned, and there is a wide 
variety of styles and colors to be fea- 
tured. Because shoes are carefully pro- 
tected from the time they leave the 
store until they return, there have been 
no costly damaged items to contend 
with. 

“While fashion shows of course do not 
rank with newspaper advertising or 
even direct mail types of promotion in 
the amount of volume which they sell, 
there is no question but that some of 
the most valuable good will possible 
is created. Our shoe store is still en- 
joying benefits today from fashion 
shows put on several years ago, many 
women identifying themselves as past 
guests of the store at a fashion show 
when coming into shop.” 


Mother and 11 Children 
All Given New Shoes 


St. Louts—International Shoe Com- 
pany brought Mrs. Janie Haymes of 
Springfield, Mo., “Queen for a Day” on 
a recent radio and television program, 
to St. Louis recently to supply each 
member of her family with a pair of 
shoes from Friedman-Shelby division, 
Mrs. Haymes received six pairs of 
Grace Walker shoes from emcee Jack 
Bailey, after she had been chosen queen 
in Hollywood, Calif. Her request on the 
program was for a sewing machine to 
make clothing for her 11 children. 

As part of the festivities planned by 
International, the Haymeses were en- 
tertained by company representatives 
who took them to lunch and to the St. 
Louis Zoo, Eight of the 11 Haymes’ 
children made the trip. 


Edison Brothers Announces 
Four New Store Openings 


Sr. Louts—-Edison Brothers Stores, 
Inc., have recently announced the open. 
ing of four new stores, 

A Chandler’s and a Baker’s have been 
opened in the Capitol Court Shopping 
Center in Milwaukee, giving the firm a 
total of five stores in that city. Don 
Megill was named manager of the 
Chandler’s and John Warnke manager 
of the Baker’s. Roy J. Haydel, with 
regional headquarters in Chicago, is 
the regional manager. 

A new Baker's has been opened in 
Peoria, Ill., the first Edison store in 
that city. Larry Schaffer, former as- 
sistant manager for the firm, was pro- 
moted to manager of the Peoria store, 
under Bert Oglesby, regional manager, 
The Baker’s is located in Peoria’s down- 
town at 119 8S, Adams Street, 

A new Baker’s in Denver, under the 
management of Joe Kushner, occupies 
a section of the Lakeside Shopping 
Center, where the Denver Dry Goods 
Company is chief tenant, 
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New Chandler’s in Van Nuys 


Van Nuys, CALir. — Chandler’s, 
newest shoe salon of the retail shoe 
chain, at 8431 Van Nuys Boulevard in 
the Broadway Department  Store’s 
Panorama Development near Van 
Nuys, Calif., is the company’s eighth 
store. 

The front of the ultra-modern 
structure is of mosaic ceramic tile, 
with some stone set in a Mexican 
pattern, while the temperature-con- 
trolled interior has both direct and 
indirect lighting. Carpeting is of gray 
and turquoise textured tweed, and the 
walls of white simulated grass cloth. 


MOXEES 


is America’s leading footwear value! 


Spokane Retailers’ Contest 


SPOKANE, WASH.—During their Au- 
gust meeting, members of the Spokane 
Retail Shoe Dealers Association dis- 
cussed the pros and cons of the fall 
New in Shoes promotion. Myron Ben- 
nigson, manager of MecMillan’s Shoe 
Store, 1956 secretary for the local deal- 
ers’ group, reported that plans were 
being formulated for a special New in 
Shoes contest to be staged during the 
advertising campaign is being formu- 
lated by the group. The contest will be 
one in which the general public may 
participate. 








Picking presidents is one thing, picking profitable 
shoes an entirely different matter — here 
there's no contest — never has been, 

never will be, Moxees has always been the 
people's choice because Moxees means 

more for the money, 


’ . Manutactured by the 
America's Leading Footwear Value Belgrade Shoe Company, Auburn, Maine 


in Canada: Bluc water Shoe Company, Holland Landing, Ontario 
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Denver—A storewide promotion of 
several months’ duration going into 
early winter and tying in shoes and 
coordinated accessories with ready-to- 
wear for women has meant increased 
customer interest and sales for Daniels 
& Fisher. 

In full page and three-quarter page 
ads, in block-long window displays and 
in coordinated displays within depart- 
ments, Daniels and Fisher “hails the 
return of the gentlewoman.” 

Frank Parker, area manager and 
shoe buyer for the store, used the 
fall promotional slogan to introduce a 
new designer, Theodore, and the lat- 
ter’s new line of shoes in a three- 


Storewide Promotion Hails Return of ‘Gentlewoman’ 


quarter page ad in the Denver Post, 

“Daniels and Fisher hails the return 
of the gentlewoman as interpreted by 
our new designer, Theodore,” read the 
striking caption. “A new designer 
whom we predict will take his place 
along the lonely great ones.” Four 
models of ornamented pumps, two 
sling heel, two open toe, all with 
“balanced pin point heels” and jeweled 
or buckle ornament were shown in 
suede and textured leathers and com- 
binations ($22.95 to $24.95). To 
emphasize “the gentle look,” stress was 
placed on “the delicacy of the tapered 
toe... the modesty of the high rise 
throat.” 
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WITH FAMOUS 


Your opportunity for a sound, profitable business! 
Offer your customers superior fit, unequaled comfort! 
Ne markdowns, but you will have 
more satisfied, repeat customers than 
you ever thought possible 


HARMONY LAST 


3762—The PORTIER Tie 
14/8 Suede Covered Heel 


All over black suede. 


Long inside counter. 








keepers on tip. 


Patent leather 


Six-eyelet tie, 


SIZES IN STOCK 
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AS toll 
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C4 toll 
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In another shoe ad, Valentines were 
shown, the copy reading, “The gentled 
look of Valentines ... to match the 
‘ladylike’ look of the season.” These 
shoes, retailing at $13.95 and $14.95, 
featured tan or black matted calf 
pumps with tapered midheel, black 
calf pumps with tailored bow, black 
suede pumps with faille trim midheel, 
and gray or brown corkettes with 
button ornament. 


Something for Everyone 
On Children’s Shoe Floor 


SAN FRANcisco—Sommer & Kauf- 
mann have just completely remodeled 
their children’s shoe floor, 

Using the Big Top as their theme, 
the entire floor is divided into special- 
ized departments, integrated into one 
large department. There is a Boys’ 
Corral in the popular western theme, 
while the Infants’ Play Pen has a 
muted decor and two-seater mother- 
and-child fitting chairs. The Circus 
Corner with its live monkeys, circus 
posters and distortion mirrors has 
much to capture and hold the child’s 
attention as he or she is being fitted. 
The Pre-Teen Parlor has an old-fash- 
joned soda fountain atmosphere, and 
the entire floor boasts bright coordi- 
nated colors. An apparel department 
has been included, 

The entire floor, together with the 
apparel department, was completely 
designed and executed by the firm's dis- 
play manager, Elmer C. Diehl. 
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Scholl Shop Changes Owners 


St, Paut—The Dr. Scholl Foot Com- 
fort shop at 64 E. Sixth St., St. Paui, 
has been purchased by Donald C. 
Ehlers, co-owner of a Scholl shop at 1 
West Superior St., Duluth, Minn, 

Mr. Ehlers will take over the man- 
agement of the St. Paul store while 
Henry J, Marcinak, who has been asso- 
ciated with the Duluth store for the 
past four years, will become manager 
there. 

Dr. R. J. Crawford, who formerly 
owned the St. Paul store, remains as 
head of the chiropody department. T. F. 
Schwandt, who haa been with the store 
for many years, ia still a member of 
the Scholl staff, 

Mr. Ehlers plans to remodel the 
atore and will open a children’s depart- 
ment, His Duluth store has a atrong 
children’s department which works 
closely with medical men and the St, 
Paul store's department will follow that 
pattern, 
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Store in New Location 


Fort WAYNE, IND.—Klug Shoes has 
opened in new quarters at 1116 E, 
State St., Fort Wayne, featuring Vel- 
vet Step casuals for women, City Club 
and Wesboro for men, and Weather- 
bird and Happy Hikers for children, 
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A S h P l Dallas. Mr Vail, came to Dallas in 1945, 
out oe cop é He opened a store for a national or-- 














ganization, was buyer for six years for 
one store, and for more than three 





Alvin J. Arfsten manager of the shoe 
department in the Fresno, Calif., store 
of Harry Coffee’s, men’s and women’s 
apparel stores in Fresno and Bakers- 
field, was the winner of a week’s vaca- 
tion at the Hotel Del Coronado, in 
Coronado, seaside resort near San 
Diego. Mr. Arfsten won the trip in 
competition with shoe salesmen in 
the eight western states, and he was 
also inducted into the Millionaires Club 
for having participated in the retail 
sales of 1,000,000 pairs of brand name 
shoes. 

* + + 

Louis I. Shain, president of Shain 
& Company, Boston shoe fabric firm, 
has been named chairman of a com- 
mittee formed to support Lieutenant 
Governor Sumner G,. Whittier for gov- 
ernor of Massachusetts, and Represent- 
ative Charles Gibbons for lieutenant 
governor, in the November election, 

. * . 

Three pioneer shoe specialists Max 
William, Morry Blum and Jerry Wil- 
liams, well known in Oregon’s shoe 
emporiums, are the owners of the spa- 
cious ultra-modern new Marilyn’s Shoe 
Store just opened at 148 North Liberty, 
Salem. The three owners represent 76 
years experience in the shoe field. 

+ + + 

John J. Hutton, former Omaha shoe 
store manager, has been promoted to 
district manager for Berland Shoes for 
the Pittsburgh, Pa., area. 

+ * + 

Ferdinand Woerth, formerly assia- 
tant manager and manager of Edison 
Brothers Stores retail outlets in Port. 
land, Ore,, and Omaha, has been named 
manager of Baker’s Shoe Store, 112! 
“O” Street, Lincoln. He succeeds Ben 
Paramore who has taken another aa- 
signment with the company. Mr, 
Woerth joined Edison Brothers in 1948 
as a salesman in the Baker's Shoe 
Store at Salem, Ore, 

* * * 

Vana, Inc., of Wayne, Neb,, has been 
formed to deal in family footwear, 
clothing and dry gooda. Authorized 
capitalization ia $50,000, and incorpora- 
tora are Jamea Van Buakirk and Donald 
Echtenkamp of Wayne, B. J. Van 
Winkle of Bellevue and Theodore 
Damme of Talmage. 

* * . 

Mr, and Mra, Sol W. Bernatein, who 
operate Weatern Ranchman Outfitters, 
largest retail outlet for weatern-atyle 
footwear in Cheyenne, Wyo.,, announced 
the recent marriage of their aon, Neil 
Norlin Bernatein, to Marcia Sue Muai- 
cant at Hotel St, George in Brooklyn, 
N.Y. 

+ + * 

H. V. MeCarger, prosthesis authority, 
has been named manager of the Can- 
tilever Shoe Store, 1717 Pacific, Dallas, 
Tex., by Mra, Ed Evana, owner, Mr, 
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years with another before joining the 

McCarger has been associated with shoe Kahn organization. Mr Vail succeeds 

stores here for several years. An expert Henry Huntley, who is retiring as 

on shoe therapy, he served three years Kahn’s shoe buyer after 21 years of 

in the Navy during World War Il as a_ Service. 
chief of prosthesis. 

+ * * 


* * * 


Ott’s Bootery, owned and operated 
by Otto and Ed Warkentine, opened at 
Eugene Kahn Sanger, president, an- its new location at 524 Main in Newton, 
nounced the appointment of Austin B. Kan, The interior of the building has 
Vail as buyer of men’s and boys’ shoes been redecorated, with new floor cover- 
for the three E, M. Kahn stores in’ ings and new store furniture installed. 


OTHERS ARE 
DOING IT!*— 


why not you? 


Haven't you ever wondered what you can do to increase 
your baby shoe business—the steadiest, most stable and 
most profitable part of your children’s operation? 





Of course you have . . . and here's fr 
how you can do it! 


Now you can offer your customers an 
entirely new and different-looking shoe, 

a shoe with “contour fit” (that fits the 
shape as well as the length and width!) ; 

a shoe that will demonstrate it's IN-ACTION 
superiority immediately; a shoe that will 
have instant and overwhelming appeal 

to the mother; a shoe that can be sold to all 
and not just problem feet; a shoe that 
will have on-the-spot recognition ae the 
best shoe for the child, In short, a shoe 
whose common sense theory and 

actual construction stampa it as the most 
advanced baby shoe in the market, 


What shoe has all thease wonderful features? Send for our IN-STOCK catalog 


You, it's “Nature’s Own” atraight last 
“NATURE'S OWN'' WHITE KIP BOOT 
footwear, No other shoes are exactly like K1540 86, BEE, Spring Heel 


them; no other shoes offer the same F1640 64-8, NEE, Spring Heel 


. ; “NATURE'S OWN’ WHITE KIP OXFORD 
comfort, the same unique fit, the same K540 4-6, BABE, Spring Heel 
nn 


fit-life, All these qualities make and hold F540 64-8, B-ER, Spring Heel 

customers and profita, There fine welt shoes “NATURE'S OWN’ TAN KIP OXPORD 

are in-stock, Send for samples, ita te eee 

You'll be glad you did, K140 4-6, PEE, Sprin Heel 
F740 G\-8, BRE, Spring Heel 

* 212% inerease in “Nature's Own” for 12 months NATURE'S OWN TAN KIP MOC OXFORD 


“NATURE'S OWN" with support features coming soon! O441 844-12, BEB, Spring Heel 


JULIUS ALTSCHUL, Inc. 


Creatora of “NATURE'S OWN” atraight last footwear 
117 Grattan Street, Brooklyn 37, N. Y. * HY 7-4500 
SERVING AMERICA’S RETAILERS FAITHFULLY FOR 58 YEARS 
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The show windows have been modern- 
ized. Otto Warkentine has been in the 
shoe business for the past 17 years 
here. His brother, Ed, joined him in 
the business in 1949, 

. - ” 


One of the most modern of the 366 
stores in the national G. R. Kinney 
Shoe Corporation system is how com- 
pany officials describe the new Kinney 
store in the Lakeside Center, Denver. 
The new store will feature “the best 
window display space of any of our 
regional] stores,” G. E. Hibbison, dis- 
trict manager said. Mr, Hibbison has 
appointed as Lakeside manager, Marlin 
J. Edwards, who started as a stock clerk 
under him in Des Moines 15 years ago. 
Mr. Edwards came to the new store 
from Pueblo. Previously he has man- 
aged Kinney Shoe Stores in St. Joseph, 
Mo., and Cedar Rapids and Sioux City, 


lowa, 
* * + 


Manager of the Fontius Shoe Store in 
Lakeside Center is Bob Warren, an em- 
ploye of Fontius for more than 10 
years, 

+ * + 

Frank Pack has been appointed man- 
ager of Chandler’s Shoe Salon at 406 
Main Street, Little Rock, according to 
an «nnouncement at Edison Brothers 
Stores, Inc. Mr. Pack has been man- 
ager of one of the company’s stores 
at Fort Werth. He joined the company 
in 1940 as a stock boy and has held 
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British Classics, inc. 


146 DUANE ST 
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positions as salesman, assistant man- 
ager and manager. 
* * * 


Schuneman’s, Inc., St. Paul, Minn., 
has opened a new teenage shoe shop 
on its mezzanine floor, with complete 
stock of teenage shoes in popular 
prices, The department was launched 
with newspaper advertising, direct mail 
and radio announcements. Hugh Tur- 
ley is the buyer-manager. 

+ + * 

William J. Cavanaugh recently was 
named the new manager of the Vanity 
Slipper Shop, 522 South Saginaw 
Street, Flint, Mich. He had worked at 
the local shop four years and at the 
Muncie, Ind., outlet two years. 

* * + 

A new shoe business, Ka-Mar Self 
Service Shoes, has opened in Hutchi- 
son, Kan., at 108 Weat Sherman. Own- 
ers are Charles F. Benfer, who also 
owns Scott’s Booterie in El Dorado, and 
Alyce E, Faulkner, secretary and book- 
keeper of the El Dorado shoe firm. G. 
Bs. Gordon, Wichita, who has spent 20 
years in the shoe business, is manager 
of the new shoe firm, 

* * * 
Burt’s Shoe at 413 


Store, Adams 


Street, Toledo, is among the 22 down- 
town business firms which were selected 
by the Toledo Chamber of Commerce 
to receive 1956 recognition certificates 
for improving the appearance of their 
Fred 


buildings during the last year, 
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Brown, Navy 


Red, White 
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Leiner, manager, accepted the award 

for his store, which was the only shoe 

store in the group. 
+ + + 

A self-serve shoe store known as Pic- 
Way Self Service Shoe Mart, has 
opened at 2047 Woodville Road, To- 
ronto, O., according to William Cowell, 
Jr., manager. Mr. Cowell said the store 
has 3,000 square feet of floor space and 
that 10,000 pairs of men’s, women’s and 
children’s shoes are on display accord- 
ing to size. Parking area covers 10,000 
square feet. Mr. Cowell was formerly 
with Keehn Shoes in West Toledo, nine 
years as salesman and assistant man- 
ager. 

* + + 

Kenneth Neif, display manager of the 
Port Huron, Mich., branch of Fyfe’s 
Shoe Store, recently got the bird, but 
literally so, because he’s an expert at 
giving realism to his displays. Mr. Neif 
set up an autumnal forest display and a 
bird flew in the door and parked in the 
branches, After trying for some time 
to shoo the bird outside, he finally en- 
listed the aid of Leon Wirick, store 
manager, and it took both an hour to 
capture it and turn it loose, 

+ * * 

Wayne Roberts, who has been an em- 
ployee of Horn’s Shoe Store, Newton, 
la., for eight years, has been named 
manager to succeed John McConeghey 
who resigned to take a position as as 
sistant credit manager of the Newton 
Manufacturing Company. 


CONVENTION HEADQUARTERS 
ALEXANDRIA HOTEL 


OTHER DISPLAYS 
BILTMORE HOTEL AND HAAS BLOG 


SPRING FOOTWEAR 
| Market Week 


in LOS ANGELES 


NOVEMBER 11, 12, 13, 14, 1956 
POR RESERVATIONS 
DAVE KLINESMITH, Executive Secretary-Treasurer 


ALEXANDRIA HOTEL . 
LOS ANGELES 13, CALIF, . 


New Home of the West Coast Shoe Travelers Associates 


210 W. STH ST. 
MAdison 9-2627 


Boot and Shoe Recorder 














Financial News 





Compo Net Sales Rise 
7.7 Per Cent Over 1955 


WALTHAM, MAss.—-Compo Shoe Ma- 
chinery Corporation reported for the 
six months ended June 30 consolidated 
net sales of supplies machinery and 
parts and income from leased shoe 
manufacturing machinery amounting to 
$3,255,122, an increase of 7.7 per cent 
over the $3,021,559 in the correspond- 
ing period of 1955, according to Charles 
W. O’Conor, president. 

After providing for Federal taxes, 
the net income was $203,080, a gain of 
33 per cent over the profit of $152,654 
in the corresponding 1055 period, Al- 
lowing for preferred dividends, the net 
income available for common stock was 
$186,552, equivalent to 54 cents a share 
on the 347,335 shares of common stock 
outstanding on June 80 last, compared 
with $134,160 or 39 cents a share on 
the corresponding date in 1955. This is 
the second consecutive year of subatan- 
tial gains for Compo, The firat half of 
1955 resulted in a net profit 82% per 
cent over the firat six months of 1964, 

Capital gains, realized largely in the 
first quarter, contributed to the in- 
creased net. Mr, O'Conor stated that 


customer purchase of both outright 
sale and leased shoe machinery is ex- 
pected to continue as more manufac- 
turers decide to own their equipment. 
However, gains in leased shoe machin- 
ery revenue were reported for the first 
six months with rental income increas- 
ing 4.8 per cent over the like period of 
1955. 

Sales of supplies and machinery, for 
which Compo is a distributor continue 
to show gains. Operations at Compo’s 
wood heel plant, chemical plant, and 
lumber mill were reported satisfactory 
and profitable, 


Shoe Corporation of America 
Approves Amended Articles 


CoLuMBuUs, O.—Amended articles of 
incorporation were adopted at the re 
cent special meeting of shareholders of 
the Shoe Corporation of America here. 


Among other things, the amended 
articles changed the presently out 
atanding Class “A” common shares, 


without par value, into new common 
shares with a par value of $8 each and 
authorized a split of the common shares 
of four of the new common shares with 
par value of $8 each to be isaued in 





BEST SELLER—STRONGER THAN EVER [On of Amoi Fer Roowns fr 


The Tested and Proved | 






BOYS': #77902 Black 
smooth leather: sterm welt 
to shank Leather lining 

leather insole, anti fungus 
drill, tough nylon fitting, Sizes 


5 to 7=8, C & D, Price $6.16 net 


MEN'S: #79904 Black smooth leather, starm welt all around heel, leather 
Sizes 6 ta 28, C AD 


linifng, aati fungus drill, aylon fitting 14 iran sale 


Price $5.70 net 
BLACK SUBDE SHU-LOK: #79907 


jumbe 18 iran sole, 
soles, Men's sizes 6 to IPB, D 


Other SHU-LOK styles are amon 


Deuble 


Price $6.25 net, 


Goodyear Welts 


SHU-LOKS” 


deck welt all 


Neolite top lift hard heel, leather 


the more than 140 FOOT KING men's 


FOOT KINGS" | * SAMPLES 


around heel, 
lining aha if 





and boys’ shoes in stock, Soles o 
REG-B-STURD BOYS’ SHOBS earty 
a written guarantee of 4 months 
wear or @ free new pair! See 
them at 





NATIONAL SHOE FAIR 
OcT. 26 - NOV. 1 


Room 909 Palmer Mouse, Chicago 








Foot King means Business—for You! 


a READE 


| A. S. KREIDER & SON CO., Dept. 101, Palmyra, Pa. | conie aver 
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Cancellation 
Drive Ins 


Bargain Basen nents 


THE NATION'S FINEST 
CANCELLATION SHOES 



















exchange for three of the Class “A” 
common shares without par value, 
presently outstanding. 
Osear L. Fleckner, Shoe Corporation 
secretary, said following the split there 
will be 891,000 new common shares of 
the corporation outstanding in place of 
the 668,250 presently outstanding Class 
“A” common shares. 
The amended articles 
September 15. 
Certificates for the number of whole 
shares of the new common shares, par 
value $8 each, will be issued after the 
surrender of the old certificates. 


are effective 


Edison Sales Net Up 

St. Louts—Edison 
Inc., has reported consolidated net 
sales of $7,011,888 for the month of 
August, 1956, This compares with 
$6,251,902 for August of last year, an 
increase of $759,086, or 12.16 per cent, 

or the eight months ended August 
Si, sales amounted to $55,872,878 as 
compared with $54,479,690 for the same 
period last year. This is an increase 


of $1,893,188 or 2.56 percent, 


Brothers Stores, 


New GallenKamp’s Planned 


Avusa, CALIrF.—A new store will be 
opened by GallenKamp’s, large West 
Coast retail shoe chain, in the new 
Foothill Shopping Center, now nearing 
completion at a coat of $8,500,000, near 
Citrus Avenue and Alosta Avenue in 
Aguasa, Calif., the chain announced, 
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Celebrating our 
25th Anniversary 
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Obituaries 








Henry G. Lumbard 


AvusBuRN, Me.—Funeral services were 
held here September 11 for Henry G. 
Lumbard, secretary-treasurer of the 
Lumbard Watson Co., well known shoe 
manufacturing firm. Mr. Lumbard died 
at the age of 66. 

Born in Fremont, Nebraska, Mr. 
Lumbard graduated from the Univer- 
sity of Michigan, subsequently studied 
law and then moved to this state 
where he was admitted to the bar. In 
1913 he became associated with the 
Lunn and Sweet Shoe Co., in Auburn, 
and later became a partner in the Ault- 
Williamson Shoe Co., also of the city. 
In 1938 he organized the H. G. Lumbard 
Shoe Co. Later the name of the firm 
was changed to Lumbard-Watson Co. 

He is survived by his widow; a daugh- 
ter, Caroline, of Cambridge, Mass.; a 
son, H. G. Lumbard, Jr., of Auburn; a 
sister, a brother and two grandchildren. 


William Frank Rogers 


Watertown, N. Y.—William Frank 
Rogers, 91, retired shoe salesman and 
long-time resident of Watertown, died 
here recently. 

Mr. Rogers began his career as a 
traveling salesman in the employ of 
Hutchinson, Littlefield and Hoag, a 
Boston wholesale shoe firm. After a 
year with them, he started to travel 
for the Dunn-Salmon Company of Syra- 
cuse and continued 44 years, before 
retiring in 1933. 

He covered the territory of Oswego, 
Jefferson, Lewis and St. Lawrence 
Counties by horse and buggy in his 
early days. He used a team of horses 
and wagon since he carried two sam- 
ple cases that weighed 44 pounds. In 
the winters, he frequently traveled 
with team and bobsleds. 


Harry Kesslen 


HAVERHILL, Mass.—~ Harry Kesslen, 
retired shoe manufacturer, died at his 





home, 59 Marshland Street, here, at 
the age of 77. Until his retirement he 
had been associated with his sons in the 
operation of Kesslen Bros. Shoe Co. 

Mr. Kesslen was born in Kiev, Russia, 
in 1879 and had lived in Haverhill for 
more than 50 years. He was past pres- 
ident of the Beth Jacob Synagogue, as 
well as a member of the Ahavis Achim 
Synagogue and other Jewish organi- 
zations. 

Surviving are his widow, Mrs. Rae 
Kesslen; three sons, Paul, Leo and H. 
Sidney Kesslen, all of Haverhill; and 
two daughters, Mrs. William Cohen, of 
Haverhill, and Mrs. Jack Greenstein, 
of Providence, R. I. 


Charles L. Chase 


MINNEAPOLIS, MINN.— Charles  L. 
Chase, 88, of 4957 Emerson avenue 
South died. Burial was in Lakewood 
cemetery, Minneapolis. 

Mr. Chase owned and operated Enna 
Jettick shoe stores in St. Paul and Min- 
neapolis. He had been associated with 
the retail shoe business in the Twin 
Cities for 60 years. He is survived by 
a daughter, Mrs. Lewis Riddel Stowe, 
Hastings-on-the-Hudson, N. Y. 


Willard F. Fogg 


Doven, N. H.—Willard F. Fogg, 72, 
president of Prosper Shevenell & Son, 
Inc., here, manufacturers of shoe coun- 
ters, died at Melrose Hospital, Melrose, 
Mass., after a long illness. 

Mr. Fogg joined the Shevenell organ- 
ization as a salesman and had been 
with the company for 35 years. He 
was also a director of Clarence Walker 
& Company, Inc., Haverhill, Mass, 





New Store Opens in Atlanta 


ATLANTA, GA —Chappell’s, Inc, a 
new shoe store, has been opened at 4 
Forsyth St., 8. W. The new store has 
special sections for hosiery, hangbags 
and costume jewelry. 





Burt’s Opens New Unit 


St. PAUL, MINN.—Burt’s Shoe Store 
held a three-day grand opening of its 
new store at 67 East Seventh Street, 
here, located across the street from its 
old store. 

The store has modern design with 
interior walls of beige and ceiling of 
charcoal brown. Furniture is of blonde 
wood with chairs upholstered in deep- 
toned red and green plastic leather. 
There are decorative display niches for 
shoe showings. A large handbag and 
hosiery department at one side has a 
canopy of blue-green, a color which is 
caught up again on fitting stools. 

The floor is of vinyl tile with an en- 
trance of terrazzo. The entrance is 
recessed with large display windows on 
each side, with stainless steel trim. 

Lighting is of eggcrate fluorescent 
with ceiling spotlights. Windows also 
have spotlighted ceilings. 

The store’s exterior is of three tones 
of brown with a large white porcelain 
identification sign. 





Fireplaces to Be Features 
Of New Portland Store 


PORTLAND, Ork.—Following the mod- 
ern trend of moving to the suburbs, 
Armishaw’s have signed a lease for a 
shoe store in Lloyd’s Center on Port- 
land’s east side. It will have 6,000 
square feet on the main floor and 2,170 
feet on the second floor, with a 60-foot 
frontage. 

Among the architectural features will 
be Roman brick display cases, depart- 
mental dividers of Arizona volcanic 
rock and two fireplaces, 

Duplicating all the lines of shoes 
carried for so many years, it will have 
men’s, boys’ and teens’ and casual de- 
partments, plus a complete woman’s 
shop and a handbag and hosiery sec- 
tion. 

The children’s department, which will 
include two barbers catering only to 
youngsters under 12, will have a carou- 
sel and even permanent cages for live 
monkeys, and perhaps a few parakeets. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


Phir wexrunny assassins 





for values! 
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Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


What’ 


s New 





New Tote Carton Promises 
To Aid Shoe Merchandising 


CINCINNATI—A new pop-up handle 
shoe carton, believed to be the first pre- 
packaged carry-out construction to con- 
vey the brand name from the manufac- 
turer through the dealer to the con- 
sumer, has recently been introduced to 
the industry under the trade name of 
“Redi-Tote.” The product is the result 
of research and development by Gard- 
ner Board and Carton Company, Cin- 
cinnati. 

Vaisey-Brietol Shoe Company, Mo- 
nett, Mo., has adopted the advanced de- 
sign for ita Jumping-Jacka. According 
to Joe McCaffrey, sales manager for 
Vaisey-Bristol, the switchover to the 
new carton has already begun on a 
partial basis, with all Jumping-Jacks 
due to be shipped to dealers in the new 
containers within a few months. Jills, 
Vaisey-Bristol’a recently innovated 
line, will be shipped in the new carton, 
as will all in-stock service. The box 
is supplied with the shoes at no addi- 
tional coat to the retailer. 

Robert D. Weyman of the specialty 
division of Gardner Board and Carton 
Company states that, in addition to the 
pre-packaged carry-through, the advan- 
tages of the new carton include econ- 
omy of shipment from box manufac- 
turer over set-up types, convenience of 
storage, double atrength corners, and 
elimination of wrapper. 

The box is furnished as a two piece 
pre-printed blank, reportedly saving 90 
per cent in storage space, Because the 
cartons ship and store flat, a manufac- 
turer is able to order them in larger 
and more economical quantities, 

Featured in the new box ia the 
patented pop-up handle which raises 
out of the carton in one amooth push, 
Since the footwear ia shipped, stored, 
sold and delivered in the same box, the 
clerk has only to push up the handle 
when the sale is made, affix two quick 
bita of celophane tape to the carton 
ends and wrapping is completed, No 
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Photographed against a mirror, new 
pop-up handle shoe carton adopted re- 
cently by Vaisey-Bristo!l Shoe Company, 
Monet, Mo., displays identical insignia 
on both carton sides. Gardner Board 
and Carton Company, Cincinnati, de- 
veloped this pre-packaged carry-out 
under the trade name "Redi-Tote," 


change of handling habit at fitting stool 
or shelf is involved, According to Mr. 
Weyman, retailers will find the “Redi- 
Tote” a boom to ending bottlenecks at 
the wrapping counter, 

The sturdy, glued, double-wall con- 
struction of the carton makes poasible 
an extra life for the box as a compact 
toter for youngsters’ treasures. As the 
customer totes the box, the Jumping- 
Jack insignia, used on four surfaces, 
will be plainly in evidence. The back- 
ground color of the Jumping-Jacksa 
Seniors box is greige, with insignia 
printed in a muted royal blue, scarlet 
and white, The side panels bear the 
caption “A Vaisey-Briatol Shoe, Monett, 
Mo.,” printed in red, plus the Parents’ 
Magazine seal and the seal indicating 
that the product is advertised in Amer- 
ican Medical Association publications, 

Size and stock numbers are carried 
in a position just under the box lid 
edge for easiest visibility whether lid 
of carton is in place or tucked under 
the open box, 
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Our prices on fine shoes, 
bought direct from the best known 
makers are in line with our 


nationwide reputation 


») 
Shoes Since “34 


Qvuelit 


M. K. WEIL Shoe Company 


“While in Town See Weil 


1215 Washiddton Ave, Saint Lovis 3, Mo 


Sample Rooms: Los Angeles + New York 


Novelty ‘Footsie’ Fillers 
Form Up Toes of Footwear 


Los ANGELES—Charles Goldman, 
owner of Film Star Creations of Holly- 
wood, feels he has come up with the 
answer on how to form the modern 
backless, strapless, almost shoe-less 
shoes, And if the sale of 800 dozen 
pairs in three weeks is any indication, 
a lot of other people feel so, too. 

Mr. Goldman calls his new item 
“Footsies,” and it consists of a pair of 
sachet-scented toe forms, covered in a 
variety of bright chintz patterns as 
well as solid colors, stuffed with a fill- 
ing of firm blown cotton, specially pre- 
pared for him and made entirely with- 
out lumps. Footsies are made in small, 
medium and large sizes, and each pair 
is made with a “right” and “left” con- 
tour so as to fit tightly into the toe of 
the shoe and provide firm support. 
Both the item and the name have been 
filed under patent, copyright, and 





Scottia Phillips slips a “Footsie” inte 
her strap wedgie to form up the toe. 
New novelty item, made by Film Ster 
Creations of Hollywood, consists of a 
sachet-scented, cotton filled toe form. 
Item is sald to help shoe hold oy 
destroy odors and absorb moisture. Re- 
tailing of $1.25 per pair, they are sold 
to trade packed one dozen to box; 
available in small-medium-lerge and 
paired leff and right, 


96 











registery laws, he said. 

Judging from the wide acceptance the 
item has met in the brief period it has 
been on the market, a need for such a 
device has existed for some time. Fas- 
tidious women, especially purchasers of 
high end lines, have realized the im- 
portance of proper shoe forming when 
the shoe is not on the foot. But with 
many modern styles, shoe trees are out 
of the question and there wasn’t any- 
thing else available to her. 


Footsies firm up the vamp, hold the 
toe in proper position, help remove 
wrinkles. In addition, Mr. Goldman 
claims, the perfumed sachet with which 
the filling is scented helps control odors, 
while the fabric material absorbs mois- 
ture. 

Suggested retail price is $1.25 per 
pair and they are sold to the trade 
packed one dozen to the box. They are 
delivered in a display carton, specially 
designed to appeal to impulse buying. 
It was created by Martha’s Ad Service, 
local publicity and advertising firm 
headed by Martha Weisler and a spe- 
cialist in many shoe accounts. 

Many western retailers are finding 
that accessory and impulse items such 
as Footsies help build profits. Invest- 
ment in stock is small; carry-over and 
loss almost nil; mark-up is high. It 
makes an “extra” sale, tossed in al- 
most as an afterthought and purchases 
of main items don’t suffer. In addition, 
it is anid the profit is sometimes as 


large as on the sale of a low-cost pair 
of shoes. 


Hood Introduces Jacquard 
Fabric, Water-Repellent Boot 








New number in the Rain-steps line of 
the Hood Rubber Company, and the 
Footwear division of The B. F. Goodrich 


Company, Watertown, Mass., is the 
Baroness. It is light in weight and made 
of elasticized, water-repellent, jac- 


quard fabric that fits smoothly and 
snugly without fastener of any kind. The 
Baroness comes in sizes 4-10 and is of- 
fered in gold, silver, Navy and black. 





New Women’s Shoe Fabric 


Boston—A new straw fabric, known 
as Crinkle Straw, has been introduced 
here by Shain & Company, dealers in 
shoe fabrics. In appearance, this new 
material resembles the grain of broad- 
tail leather, and is finished with a high 
lustre. Crinkle Straw is designed for 
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use in women’s shoes which are ex- 
pected to sell well during the coming 
resort, spring and summer seasons. 


Bright Plaid Saddle Oxford 
Heads Aronov’s Spring Line 
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Ruth Levy, publicist for Aronov of Calli- 
fornia, takes a look at the plaid saddle 
shoe which will headline the firm's 
spring line. Shoe is all leather, cut in 
traditional saddie shoe pattern but the 
saddle is made of bright plaid, featur- 
ing strong red and yellow checked 
squares, Color is imprinted on leather. 








New Houston Headquarters 
Opened by Vogue Shoes 


Houston, Tex.—-A modern air-condi 
tioned brick building at 50385 Gulf 
Freeway is the new Houston headquar- 
ters of Vogue Shoes, All warehouse 
operations, the general office and the 
credit office have moved into the build 
ing, which will now give the company 
room for growth. 

The new building will house all 
shoes, handbags, hosiery and accesso 
ries that are sold by Vogue. The firm 
now operates five stores in Houston; 
one is scheduled for opening in Gulf 
gate Shopping Center and there are 
stores in Beaumont and Corpus Christi 
under the name Vo-Craft, Until the 
move, all offices and the warehouse had 
been located at the downtown store at 
Main and Walker. 


Boston Travelers Set Show 


Boston Officers and committee 
members of the Boston Shoe Travelers 
Association are busy making plans 
which seem certain to add one more to 
the long list of successful shows they 
have sponsored in past years. Approxi- 
mately five floors of the Parker House 
will be devoted to exhibits of spring 
atyles when the next show opens on 
November 11, The usual large atten- 
dance is expected. 

Included in the preliminary plans for 
the entertainment of retailer guests will 
be a luncheon meeting to be held on 
November 14 at which there will be a 
prominent speaker, 
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Retailers looking over some of the Fortunet shoes, during the formal opening of 
General Shoe Corporation's new headquarters and showrooms. Left to right are 
Morris Kramer of M. Kramer Yonkers, N. Y.; Leo M. Feigenbaum, shoe buyer for 
Namm-Loeser's, Brooklyn N. Y.; Joseph J. Shell of Shelbro, Inc. c/o Genung's, 
New York and Connecticut; Sid Lazarus and Charles Rogers of Lazarus Bros., Tene, 
Okla.; William N. Simerson, women's shoe buyer for Arnold Constable, New York. 


New York—General Shoe Corpora- 
tion of Nashville, Tenn., invited retail- 
ers, press and friends to the formal 
opening of their New York headquar- 
ters and showrooms recently. Situated 
on the sixty-seventh floor of the Empire 
State Building, the firm has consoli- 
dated its Valentine, Fortunet, Ted 
Saval and Friendly-Acrobat lines under 
one roof, with the idea of better serv- 
ing their customers who visit New 
York and also to give them an oppor 
tunity to learn about new trends as 
quickly as they happen. 

The decor of the offices, designed and 
constructed by 8S. S, Silver Interiors, 
stresses individuality within an overall 
contemporary modern atmoaphere, 
Each sales room is intended to reflect 
the particular personality of the line, 
The Fortunet office, designed to show 
the sport and casual line of shoes, 
blends shades of yellow and green in 
tweedy-type upholstery fabrics, with 
walnut woods, 

Brightness and gaiety are the key 
notes in the Friendly-Acrobat office, 
This is the line that features young 
flate and children’s shoes, Carpeting 
is a black and white tweed, with the 
rest of the room treated in pink and 
white striped ticking, accented with 
cherry-red velveteen, Touches of brass 
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are used to set off the color acheme. 
Elegance ia the theme of the Valen 
tine showroom, combining warm beiges 
and pinks and set off with brass, For 
the Ted Saval line of dress shoes there 
is an effective treatment of beige, white 
and black, Fashion coordinator Ida L, 
York’a office accenta the modern with 
specially-designed period furniture, 
Maxey Jarman, chairman of the 
board was on hand for the ceremonies, 
Other officials of the company included 
M. S. Wigginton, B, H. Willingham, 
George R, Hill, J. T. Griaeom, sales 
manager for Valentine; Charles Guth- 
rie, sales manager for Fortunet and 
Robert Bloxton, sales manager for 
Friendly-Acrobat divisiona, 


Wage Increase at USMC 

Bevery, MaAss,—Effective Septem 
ber 14, all employea of the Beverly fac- 
tory of the United Shoe Machinery Cor- 
poration, received a four per cent gen 
eral increase applying to all employes, 
both those paid by the hour and those 
on salary, 

F’, P, Hyde, general superintendent, 
said that this increase ia in keeping 
with the practice of maintaining wage 
levela which are comparable with wagea 
paid by other concerns in the area for 
comparable work, 


Hood Grants Wage Raise 
To Nearly 5,000 Employes 


WATERTOWN, MASS.—A general wae 
increase of 6.2 cents per hour has been 
granted to nearly 5,000 factory em- 
ployes of Hood Rubber Company, a 
division of the B. F. Goodrich Com- 
pany here according to an announce- 
ment by R. H. Blanchard, president. 
The terms of the increase were in an 
agreement signed recently by the com- 
pany and Rubber Workers’ Union, 
AFL-CIO, The increase is retroactive 
to July 9, 1956, 

In addition, the company will set 
aside, beginning July 9, three cents for 
each hour worked per employee to 
finance a supplemental unemployment 
benefit plan. Details of eligibility and 
application of the program were to be 
worked out in company-union talks be 
tween September 15 and December 1, 
but two basic benchmarks were estab 
lished, 

On the basis of present enrollment 
at the plant, the SUB plan will be built 
up to a $907,400 level through the com 
pany’s contributions, It was agreed 
that the maximum weekly benefits, in 
cluding state unemployment compen- 
sation and other appropriate payments 
and earnings, would be 65 per cent of 
after-tax straight time earnings, 

J, F. Leverone, director of employe 
relations, headed the company nego 
tiators, while S. A, Percoco, business 
agent of Local 21914, led the union 
discussions, 


California Cobblers Awarded 
Five Medals in Exposition 
ANGELES—Walter Braun, 
dent of California Cobblers, has been 
notified that all of the five shoea sub 
mitted for consideration at the Annual 
Fashion and Fabrice Exposition have 
been awarded Gold Medals, 

This event is sponsored by the 
California State Fair Exposition and 
it ia the firat time that a shoe manu 
facturer haa been honored with five 
gold medals, All shoes were aubmitted 
without markings or identification and 
were judged by a committee made up of 
independent fashion authorities 
throughout the State of California. 

The winning shoes, designed by 
Walter Braun and Judy Berland are 
Cocoon, Mitten, Empresas, Confetti and 
Pagoda, These are all numbers from 
California Cobblers’ fall line, 

Mr. Braun alao announced 
California Cobblera are now being 
manufactured in Atatralia by the 
Groaby Shoe Company, which has a 
present output, aceording to Ralph 
Groaby, director of the company, of 
$,000 paire of shoes per day, Mr, 
Groaby, who waa in this country 
recently, added that a reorganisation 
plan now in progreaa would raise the 
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daily output to 6,000 paira, of which 
1,000 California Cobblers per day 
would be produced, 
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Leather Industries Accept Tanning Award 


Harold 8. Ross, left, treasurer of Leather Industries of America, accepts an 
award presented to the tanning industry by the U. $. Junior Chamber of Commerce 
for its “great technological developments which have provided the American 
people with the best shoes and other leather products in the history of the world,” 
on the occasion of the opening of a ten-day Leather Fair in Washington, D. C. 
Making the presentation is Federal Trade Commissioner William Keorn, while 
Welter E. Dillon, Jr., president of the Chamber of Commerce, looks on. 





Cc. F. Nerlich, International 
Personnel Director, Retires 


St. Lovis—C. F. Nerlich, director of 
personnel and management training for 
International Shoe Company, was hon- 
ored by his business associates at a 
retirement dinner recently. Dan Blount, 
director of sales training for Inter- 
national, was master of ceremonies and 
George M. Abbott, director of industrial 
relations, presented a check to Mr. Ner- 
lich. 

Mr. Nerlich, whose retirement be- 
came effective August 31, had been with 
the company for 40 years, having 
started in Hannibal, Mo., in 1916. He 
was associated with the firm’s Hanni- 
bal plants as personnel director, as- 
sistant superintendent and superinten- 
dent of the Seventh Street Plant. 





C. F. NERLICH 


Early in 1941, Mr. Nerlich was trans- 
ferred to the general office in St. Louis 
as director of personnel and placed in 
charge of management training. Dur- 


ing the past 15 years his programs in 
executive development have received 
national recognition. In 1952, 1953 and 
1954, he conducted management con- 
ferences and sales clinics in every ma- 
jor trading center in the country. 
Probably no other person knows per- 
sonally so many of the company’s more 
than 36,000 employees. 

A widely-known speaker on human 
relations and management problema, 
Mr. Nerlich plans to spend a portion 
of his retirement conducting executive 
and management development confer- 
ences. He intends to move this fall 
from St. Louis to his farm near War- 
renton, Mo., where he raises registered 
Polled Hereford cattle. 


American Hide and Leather 
Acquires Two Companies 


LOWELL, MaAss.—Negotiations have 
been completed for the purchase by the 
American Hide and Leather Company 
of two companies, Dunbar Kapple, Inc., 
of Geneva, Ill., and the Musgrove Petro- 
leum Corp., of Wichita, Kan., accord- 
ing to Stanley M. Rowland, president. 
Both deals are subject to the approval 
of stockholders at their annual meeting 
on September 26, 

Dunbar Kapple is a diversified manu- 
facturing and development company 
specializing in the application of air to 
replace mechanical operations, Mus- 
grove Petroleum is an independent oil 
company engaged in drilling new wells 
and the operation of producing wells 
in Kansas, Oklahoma and Michigan. 

American Hide and Leather Com- 
pany ceased operating as a leather 
manufacturer some time ago. 








Berland Shoe Company Move 
Will Triple Former Space 


St. Lovis—Berland Shoe Company, 
formerly located on Washington 
Avenue in downtown St. Louis, will 
move offices and warehouse to a mid- 
town location as soon as improvements 
have been completed on its two newly- 
leased structures. Berland is a division 
of General Shoe Company, Nashville, 
Tenn. 

The four-story warehouse containing 
115,000 square feet and the office 
structure with 50,000 square feet will 
approximately triple Berland’s former 
space, Both structures were previously 
used by Liggett & Myers Tobacco 
Company. 

According to I. M. Kay, president of 
the Berland division, the larger facili- 
ties are expected to adequately serve 
present and future needs of the shoe 
company’s 108 retail stores. Stores 
operate under the names Berland, 
Allen and Clark and are located in St. 
Louis, throughout the Midwest, the 
South and Southwest. 

Mr. Kay also announced that the 
chain which retaila Kay King footwear 
for women and Playmate shoes for 
children is planning to open 20 ad- 
ditional retail stores within the next 
year. 


Flagg Buys Laskin Tannery 

MILWAUKEE The Flagg Tanning 
Corporation has purchased the J. 
Laskin & Sons tannery in Milwaukee, 
it was announced by Richard B, Flagg, 
president. The total working area is 
120,000 square feet. The factory is 
equipped for its own steam = and 
electric power production. The acquisi- 
tion is part of an expansion program. 
Flagg will continue to maintain its 
present factory at 624 West Oregon 
Street, Milwaukee, 





Selling Cortina Imports Line 





Norman Kuehner, recently appointed 
salesman of Cortina Imports, division of 
Howard & Foster Co., Inc., Brockton, 
Mass. His territory includes the eastern 
seaboard from New York to Florida. 
Cortina imports hand-made, moulded 
shoes made in Italy on American lasts, 
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International Makes Some Changes at Supervisory Level 


St. Louts—A number of supervisory 
changes were announced recently by 
International Shoe Company. 

James C, Martin, former foreman at 
the company’s Dexter, Mo., plant, has 
been transferred to the same position 
at the Main Street factory in Jefferson 
City. An employee of International 
since 1939, Mr. Martin will replace 
D. J. Lightner when the latter retires 
March 1, 1957. 

Miller Crews Oestreich, former cut- 
ting department foreman at the Bo- 
livar Street factory, will be trans- 
ferred to the Fulton pre-welt plant as 
assistant cutting department foreman. 

Russell Aungerer, assistant cutting 
room foreman at Houston, Mo., will be 
transferred to the same position at the 
Fulton State Street Plant. 

Homer F. Henderson has been pro- 
moted from assistant foreman to fore- 
man of the fitting department of the 
Anna, Ill, plant, replacing Ivan Trout- 
man, who has retired. The new fore- 
man was first employed by Interna- 
tional in 1982, and has been with the 
company since that time, except for a 
brief period, Mr, Henderson was made 
instructor in 1946, assistant foreman 
in the cutting department in 1947, and 
in 1954 was transferred to the fitting 
department as assistant foreman. 

Two supervisory transfers from the 
International Shoe Company Bolivar 
Plant at Jefferson City, Mo., have been 


announced by Emmett King, superin- 
tendent of the company’s juvenile 
division. Both transfers became ef- 
fective September 1, 

Leo F, Volkmer, superintendent of 
the idle Bolivar Plant, was transferred 
to the Jefferson City Main Street plant 
as assistant superintendent. He began 
his career with International as a 
machinist in 1919 and served the firm 
as a supervisor since 1983. 

Charles R. Link, assistant superin- 
tendent at Bolivar, was shifted to the 
Evansville, Ill, plant in the same 
capacity, Mr. Link, who started in 1935 
with International as a messenger at 
Hannibal, Mo., was named assistant 
superintendent of the Bolivar plant 
in 1954, 


Casual Pump Chosen Official 
Women’s Shoe for Olympics 


St, Louis—A casual red pump on an 
18/8 walking heel has been chosen by 
the United States Olympic Committee 
as the official shoe to be worn with the 
women’s parade uniform during the 
Olympic games in Australia this winter, 

Made by Town & Country Shoes, Ine., 
St. Louis manufacturer of women’s 
footwear, the cherry red polished calf 
pump was chosen by representatives of 
Mademoiselle and the Wool Bureau for 
official Olympic team wear. Named the 
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with your shoe sales! 


Ring up two profits, not just one, Sell 
famous, comfortable Cuboids at the 
same time, . 
once-only chance for a second 
handsome profit from foot- 
ailing shoe customers, Cuboids 
retail up to $6.95 a pair, 

Entire stoc 


few feet of storage space, Get 
the story — in your own store 


— write today! 





. don't waste this 


occupies only a 





“Spec,” the pump departs from tradi- 
tional navy or navy and white combina. 
tion footwear chosen in former years, 
The 18/8 walking heel height also rep- 
resents an innovation. 

Town & Country stocks the “Spec” in 
black polished grain, briarwood grain, 
and vicuna and nutria corkette leath- 
ers. 





Potvin Shoe Appoints Feret 
To New England Territory 





Ted Feret, of Holbrook, Mass., who has 
been appointed by the R. J. Potvin Shoe 
Company to represent its line of baby 
moccasins in New England and upper 
New York State. He represented a U, S. 
Rubber line for the past three years. 
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A. C. Lawrence Leather 


Names Johnson to Post 


Peasopy, Mass.—J. T. Johnson of 
Brookline, Mass., has been appointed 
vice-president in charge of the Sole and 
Belting Leather division of A. C. Law- 
rence Leather Company, it was an- 
nounced by S. N. Nectow, president. 
He will continue as manager of the di- 
vision. 





J. T. JOHNSON 


Mr. Johnson has been with A. C. 
Lawrence Leather since 1925. He was 


appointed assistant to the vice-presi- 
dent in charge of the Sole Leather divi- 
sion in 1933 and since 1948 has been 
manager of that division. 
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He is a director of the Tanners’ 
Council of America and chairman of 
the Sole and Belting division of the 
Tanners’ Council. Also active in com- 
munity affairs, Mr. Johnson was chair- 
man of the Leather division of the 
Greater Boston Heart Fund in 1955, 
and is chairman of the Shoe and 
Leather division of the Greater Boston 
Community Fund Drive this year. He 
is a graduate of Rindge Technical High 
School and Boston University. 





Opens Jobbing Company 

St. Lovuis—Samuel A. Aronoff, vet- 
eran St. Louis shoe man, recently 
opened his own wholesale and jobbing 
company specializing in women’s nov- 
elty footwear. Company headquarters 
are at 1330 Washington Avenue. 

Mr. Aronoff was formerly associated 
with Zellinger Shoe Company, a 
wholesale and jobbing firm, which was 
liquidated last February. 


Justin Boot Company Names 
Harrell Sales Coordinator 


Fort Wortnu, Tex.—Jack Harrell has 
been appointed sales coordinator for the 
Justin Boot Company here, according 
to John S. Justin, Jr., president of the 
firm. He was formerly general sales 
manager with Resistol Hats, Inc., Gar- 
land, Tex. 

In 1947 he was chain sales service 
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manager for Resistol Hats, Inc. Later 
he became general sales service man- 
ager; and for the past several years 
served as the firm’s general sales man- 
ager. Prior to World War II and im- 
mediately following it, he did mer- 
chandise inventory control and buying 
for the mail order division of Mont- 
gomery Ward in Fort Worth. 

In his new capacity Mr. Harrell will 
provide coordination and assistance for 





JACK HARRELL 






a close relationship between factory 
production and national sales. 

He attended Texas Christian Uni- 
versity. During World War II he 
served as an Air Force pilot instructor 
in the U. S. Army. 
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Key mem of the Shoe and Leather division of the Combined Jewish Appeal who 





staged a spectacular dinner meeting at Boston's suburban Sidney Hill Country 

Club September 12 in honor of Philip W. Lown, general chairman, are shown, 

front row, left to right, Archie Kaplan, shoe and leather chairman; Herbert 

Agoos, upper leather chairman, and Isaac Dimond, co-chairman. Standing, left 
to right, are Louis Milander, J. George Shrut, and Alfred Sheinwald. 





Ivan Troutman, International Fitting Foreman, Retires 


St. Louris—Making a pair of brown 
calf pumps for his wife climaxed a 
shoemaking career of nearly half a 


century for Ivan Troutman, fitting 
room foreman of International Shoe 
Company’s Anna, IIL, plant. Mr, 


Troutman retired August 31, 

At a dinner in his honor, Mr. Trout- 
man presented the shoes to his wife and 
in turn received an electric drill set, 
complete with buffing wheels, paint 
mixer and saw attachment, a gift from 
plant supervisors and company repre- 
sentatives, The veteran foreman’s 
hobby is cabinet-making. 





IVAN TROUTMAN 


Mr, Troutman, who reached his 
sixty-fifth birthday in September, be- 
gan his career at the age of 15 in Han- 
nibal, Mo,, where his firat summer vaca- 
tion job was hand-cutting leather top 
bands for ladies’ high top shoes. After 
completing his achooling, Mr, Troutman 
worked at the Hannibal plant until eut- 
ting rooms moved to St, Louia in 1910, 
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Two years later he returned to the 
Hannibal plant as an assistant fore- 
man of the fitting department. In 1926 
he was transferred to Bluff City, Mo., 
asa fitting room foreman where he re 
mained until 1941, when he came to the 
Anna plant as fitting room foreman, 
The Anna plant employs 8386 persons 
making women’s shoes under Trim 
Tred, Velvet Step, Grace Walker and 
Starglow brand names. 

Following retirement, Mr, Troutman 
plans a three months’ tour of the weat 
ern states, 


Prime Manufacturing Co. 
Appoints New Canadian Agent 


LYNN, MAss.—-MeDowell & Lincoln, 
with offices in Kitchener, Montreal and 
Quebec, Canada, have discontinued 
thelr services as agent for Prime Man 
ufacturing Company of Lynn, Maas. 

Regent Shoe Supplies, Ltd., of 4635 
Clark Street, Montreal, Quebec, has 
been appointed exclusive Canadian 
agent for the complete line of Prime 
Manufacturing Co, products, effective 
immediately, 

In announcing the change of Cana 
dian representation recently, Conrad 
Strickland, executive vice president of 
the Lynn, Mass., concern said, “Regent 
Shoe Supplies, Ltd., will manufacture 
and sell Prime Manufacturing Com- 
pany’s insole tape and filler in Canada, 
in addition to which they will carry 
the complete line of Prime machines 
and parts, All necessary servicing on 
Prime machinery in Canada will be 
handled by our new representative, to 
whom Canadian ordera and inquiries 
should be sent direct.” 
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Wohl Mobile ‘Sample Room’ 


OTTUMWA, IA.—A new entry in the 
field of mobile sales units, a rolling 
“sample room” now travels Iowa dis- 
playing more than 800 styles of women’s 
footwear. 

The trailer is operated by Robert 
Milburn, 42, a traveling shoe sales- 
man since 1938, who for years lugged 
cumbersome sample cases from one re- 
tail dealer to another, from one town 
to another, with only a comparatively 
skimpy skeleton of the manufacturer's 
full line. 

The converted house trailer, hauled 
around the state behind Milburn’s car, 
has heat and air-conditioned facilities. 
It has two sky-lights, a composition 
tile flooring, and fluorescent lighting. 
It’s furnished in upholstered modern 
chairs and a long, narrow blond con- 
ference table. 

The four walls of the trailer, finished 
in birchwood, are lined with inclined 
shelving with a chrome rod over which 
the heels of slippers are hung. While 
moving, to keep the displays from jolt- 
ing off the racks, Mr. Milburn has in- 
stalled trailer-length strands of black 
elastic. They hold the slipper toes firm 
ly to the rack. 

Mr. Milburn, now traveling for the 
Wohl Shoe Company of St. Louis, finds 
his work greatly simplified by the dis- 
play trailer. The days of “sample 
rooms” in small town hotels are long 
gone; such sales conveniences never 
were inaugurated in motels. 


Two Men Given New Posts 
With William Iselin & Co. 


New York——Thomas A, Savage and 
William E. Riseley have been appointed 
to new posts with the old-line factoring 
firm of William Iselin & Co,, Ine. 

Mr. Savage will become representa 
tive in New England, and will make 
his headquarters in Boston, He joined 
Iselin in 1941, in the New York office, 
where he worked in the eredit depart 
ment until he took leave of absence to 
verve in the field artillery during World 
War Il, He has been a senior credit 
man since 1946, when he returned from 
military duty. 

Mr. Riseley will become new business 
representative in  Pennaylvania, and 
will make his headquarters in Phila 
delphia. He joined Teelin in 1952, and 
has been representing the company in 
New York atate, 


Shoe Firm Doubles Facilities 


CAMBRIDGE, MA&Ss,—Boaston Athletic 
Shoe Company has doubled ita manu- 
facturing facilities with the acquisition 
of the remaining building in the block 
currently housing the main plant, it 
George Lerman, 


Was announced by 
president. In all, the Basco plant now 
covera more than four acrea—a full 


city block—or more than 50 times the 
area used by the company when it was 
founded some 17 years ago. 
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Los ANGELES—Coffey-Hoyt, makers 
of the Drizzle-Boot, have planned 
a much expanded advertising 
campaign for fall. Aimed directly 
at the consumer market, present 
plans call for insertion of display ads 
in the major home magazines. Charm, 
Sunset, Good Housekeeping, Photoplay, 
True Story, Vogue, House and Garden, 
all appear on the list. In addition, a 
pitch will be made in the major teen- 
age periodicals. Schedule calls for a 
three months’ run in all of them dur- 
ing the fall rainy season. 

This program of selling at the con- 
sumer level constitutes approximately 
two-and-a-half times the previous space 
used. The entire campaign is under 
the direction of Martha’s Advertising 
Service, which also made the plates. 





Extensive Fall Campaign Planned for Drizzle Boot 


In addition, a new package is being 
introduced with increased eye appeal. 
Handsome steel display racks, given to 
each dealer, keep attractive boxing be- 
fore the customer on her way out. 

To go with the new promotion, the 
product has undergone some redesign- 
ing. A new design called the Hi-Lo, 
which may be worn with either high or 
low heels, is appearing this season. 
They will also be made in lefts and 
rights to assure better contouring to 
the foot. 

Ad copy will also punch heavily at 
the loop fastener, declaring that it is 
“100 per cent guaranteed and millions 
have been used successfully.” The fas- 
tener is flexible, stretching with the 
foot in walking, yet it holds the cuff 
of the boot firmly around the ankle. 





| Sam Smith Shoe Appoints 





Samuel Asch Executive V-P 


Newmarket, N. H.—The election of 
Samuel L. Asch as executive vice-presi- 
dent of the Sam Smith Shoe Corpora- 
tion, manufacturers of Little Yankee 
children’s shoes, was announced by Sam 
Smith, president. 

Mr. Asch was for many years execu- 
tive vice-president, and a member of 
the Board of Directors, of the Golo 
Footwear Corporation of New York. 
He will be in charge of sales and mer- 
chandising, relieving Mr. Smith of these 
duties, and Mr. Smith will concentrate 
on corporate matters, as well as the ex- 
pansion program now being formulated 
by the corporation. 





SAMUEL ASCH 


Assisting Mr, Asch in sales will be 
William C, Wolff, as western regional 
sales manager with headquarters in St, 
Louls, Mr, Wolff has had many years’ 
experience in the children’s shoe busi- 
ness, latterly with Edwards of Phila- 
delphia, and the Juvenile Shoe Corpora- 
tion of St. Louis. 


ened 


Joins Sommers Plastic Staff 


New York—Al Fischbein has joined 
the sales staff of Sommers Plastic 
Products Company, distributors of 
Resproid plastica, manufactured by the 
Respro division of the General Tire 


& Rubber Company. 

He will be working with Phil 
Schecter, out of their Chicago office 
and warehouse located at 2247 South 
Cottage Grove Avenue, handling the 
Chicago and mid-West territories, 

Mr. Fischbein has been connected 
with the plastics fleld for the past 
five years in a sales and sales 
managerial capacity. 


Construction Starts on New 
Town & Country Office Unit 


St. Lovis—Town & Country Shoea, 
Inc., has begun construction of ita new 
general office building at Sedalia, Mo., 
it was announced recently by Virgil 
Lipscomb, president. 

The new structure was designed to 
tie-in to the Town & Country factory 
and warehouse located on U. S. High- 
way 65 at Sedalia, 

Modern in construction, the new 
building will contain 56,000 square feet, 
with first floor given over to lobby and 
reception area and offices of C. W. 
Mathieson, executive vice-president, and 
his staff. The general superintendent, 
pattern department and buyers will 
also be located on the firat floor. The 
second floor will house the alr-condi- 
tioning equipment and give extra apace 
for future expansion, 

Remodeling has begun on the factory 
and warehouse facilities which the new 
atructure will adjoin, The second floor 
will be converted into a general office, 
with the IBM machine room located 
there, 

The Sedalia operation is one of six 
facilities of Town & Country in central 
Missouri, 


Posner TV Show Guest 


New York—Herbert Posner, presi- 
dent of Dr, Posner Shoe Company, will 
appear as a guest on the “Wendy Bar- 
rie Show” via DuMont-TV, September 
19, at which time there will be a 
fas!ion showing of the neweat back-to- 
achoul children’s shoes manufactured by 
the Dr, Posner Shoe Company. 
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Goodyear Man Honored 
For 40 Years’ Service 





R. A, Hamersley, left, jobber represen- 
tative for the Shoe Products division of 
Goodyear Tire & Rubber Company in 
Dallas, Tex., receives congratulations of 
F. R. Evans, general manager of the di- 
vision, on completion of 40 years’ con- 
tinuous service with the rubber firm, Mr. 
Hamersley received a lapel pin marking 
this milestone in his career. 





New Structure Going Up 

SEABROOK, N. H.-A new steel build- 
ing is being erected here for the Barr 
& Bloomfield Shoe Company, which is 
expected to occupy the new plant in 
September, The structure will be 120 
by 400 feet with 51,000 square feet, 





Wohl Shoe Advertising Man 
Plans St. Louis Flower Show 





A flower arrangement made in a Jacque- 
line shoe from Wohi Shoe Company and 
Kline's, Ine,, St. Louis, took first place 
In its class at the Gladiolus Show held 
at Shaw's Garden recently, Queen of 
the show, Monticello College student 
Barbara Cantrell, holds the shoe, As 
president of the Missouri Gladiolus So- 
clety, Norman Abrams of the advertis- 
ing department of Wohl Shoe Company 





was in charge of show planning, 
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St. Lovis—Indicative of the favor- 
able reception of the Red Goose spec- 
tacular telecast over 75 stations from 
the St. Louis Zoo were letters from 
both viewers and International dealers. 
Sales jumped on the four shoe styles 
plugged on the program and stocked in 
advance, dealers reported. 

With the first “Red Goose Kiddie 
Spectacular” filed away beneath a flood 
of favorable fan mail, Friedman-Shelby 
division of International Shoe Company 
has completed programming details for 
its second 90-minute television show on 
October 6. 

To be seen over ABC-TV from New 
York over 40 stations, the program 
will be a fantasy built around Alene 
Dalton, the Story Princess. A total of 
16 stations will receive the show live, 
with 24 others getting it on a 7 to 14- 
day delayed presentation. The spectac- 
ular will be produced by Lee Cooley, 
formerly of the Perry Como show and 
other leading New York programs. 

Leading entertainment personalities, 
chosen for their popularity with chil- 
dren, will be woven into the show. 
Johnny Olsen, emcee of the first Zoo 
spectacular, will be on hand as the 
Keeper of the Royal Keys. The Story 
Princess will summon Ranger Andy 
with his abundance of outdoor and an- 
imal lore and Captain Kidder, with his 
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Red Goose Sales Jump in Wake of TV Spectacular 


tall tales of the sea. Both characters 
are the creations of Andy Andrews. 

Tom Lockard, bass baritone of the 
Mariners, will sing comedy songs as 
Sir Clank, the Sad Sack knight. Red 
Colbin, one of the nation’s leading 
fencers, will appear as Sir Cyril, the 
Saber Rattling Knight. Music and 
dancing will be provided by the Royal 
Singers and Royal Dancers with an 
orchestra under the direction of Nick 
Periot. 

Friedman-Shelby has scheduled a 
pre-Christmas spectacular which will 
originate live from New York on De- 
cember 8. 





Rockingham Shoe Company 
Adds Gene Thuli to Staff 


Sr. Louis—Gene Thuli has recently 
been appointed to the sales staff of 
Rockingham Shoe Company, New Mar- 
ket, N. H., according to Jack Intrater, 
sales manager for the firm. Mr. Thuli, 
formerly associated with Weber Shoe 
Company, will cover the West Coast 
states. 

H. H. Stockfisch, who was formerly 
with Prima Footwear, Columbus, 0O., 
has also recently joined Rockingham’s 
sales force, covering the Chicago area. 

Rockingham Shoe Company makes 
Beau-Ties brand party shoes for chil- 























dren, carrying a make-up line and an 
in-stock department. Company sales- 
men all work out of the main sales 
office in St. Louis. Manufacturing is 
headquartered at New Market, with Joe 
Goodman president of the firm, Ed 
Goodman treasurer. 





Stone in Mountain States 
For Dunn and McCarthy 










Sam J. Stone, who will cover the Moun- 
tain States territory comprising Colo- 
rado, Utah, southern Wyoming, New Mex- 
ico, Arizona and El Paso, Tex., for the 
Enna Jettick and Heel Hugger lines. The 
announcement was made by Jack Gor- 
man, vice-president and general mana- 

ger of Dunn and McCarthy, Inc. 


SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices, Littleway stitched. 
Men's: Black or Smoke, 
Sizes 6-12, $3.90, 


Women's: 
Red or Smoke 
Sizes 4-9, $3.60 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 





Smooth dress shoe fully chrome tanned 





IVOR 


Kips and Extremes. There is none better 











ARMOUR LEATHER CO. | 


CHICAGO BOSTON NEW YORK 








KEEP ABREAST OF YOUR 
MANUFACTURER'S ADVERTISING 
and Merchandising Plans 
... IN THIS ISSUE 
. « » And in EVERY Issue of 
BOOT AND SHOE RECORDER 


WATCH FOR IT! 















Boot and Shoe Recorder 


= RSE PR RMT RN 











SALESMEN WANTED | SALESMEN WANTED | SALESMEN WANTED 


ROYAL CADET FOOTWEAR 


Wont experienced salesmen who know and are known in their territory, to carry its Nationally Advertised Line of IN STOCK 
Youths’, boys' and young men's Genuine Goodyear Welt Shoes retailing from $5.95 to $7.95, in following States: 








MAINE NO. & SO. CAROLINA MISSISSIPPI IOWA 
CONNECTICUT GEORGIA LOUISIANA NO, & SO, DAKOTA 
UPSTATE NEW YORK TENNESSEE TEXAS ROCKY MT. STATES 
OHIO KENTUCKY KANSAS OREGON 
WESTERN PENNA. ALABAMA MISSOURI WASHINGTON 


Spring Line out October Ist. Write details first letter, in confidence. No objection to non-competitive side line. 


SALES MANAGER, Royal Cadet Footwear 











BOX 977 LOWELL, MASSACHUSETTS 
To sell NATIONALLY known Line of Quality Slippers and Casuals for Men, Women We are preparing for the great- 
and Children to better grade shoe and department stores. Old established manufacturer | | est season in our history, JUDY 
with in-stock department. Must know clientele. Write in confidence, and give full ‘N’ JERRY, the fastest growing line 
qualifications, with recent snapshot, in first letter. (Will consider sideline in some | of branded, budget priced, juvenile 
territories). shoes in the country, has openings 


Territories open: in the following territories 





1, Texas, Oklahoma, Eastern New Mexico. pee aria A cay 

2. Ark., La., Miss., Ala., Western Tenn. é So. Mississippi 

3. North and South Carolina, Ga., Fla., Eastern Tenn. 3. Indiana 

4. Western Virginia, Maryland, Penna., and N. Y. and West Virginia. | > a ca Penna. 
. Texas 

Reply to Box 612, BOOT and SHOE RECORDER, Chestnut & 5éth Sts., Philadelphia 39, Pa. | 6. Western Pennsylvania 
| 7. Kentucky 

8 


. East. Mo.-So, Il. 


Can be carried with non-conflicting 


TWO SALES OPPORTUNITIES line. Write in complete confidence 
| | Sherman Bros. Shoe Mfg. Corp. 
Wonderful opportunity to carry the Nationally Advertised Huskies Brand of Popular- 230 Jackson Whe ” 
Priced Teens’ and Children's Shoes on an exclusive basis in established $250,000 Lowell, Massachusetts 
territory of West Virginia and bordering areas in Kentucky, Virginia, Maryland. ; 
Also $250,000 territory in Western New York State and Western Pennsylvania. 


Aggressive promotion policy and crack in-stock service in Pittsburgh assure terrific 


potential for right men, Substantial draw, plus commission. For immediate interview O p p O R T U N 
hing 


send complete background and qualifications to: 











s We have several openings for side line rep- 
National Sales Manager resentatives for our wonderful line of open- 
aoe, in-stock dl priced curqame peoreees 

open territories are we establishe 

HUSKIES, 47 West 34th Street, N,. Y. &- N,. y. 6% commission, plus bonus, Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 

529-535 W. Pratt $t., Baltimore 1, Md. 

















ONE OF AMERICA'S OLD LINE MANUFACTURERS OF WOMEN'S AND GIRLS' 
POPULAR PRICED FOOTWEAR HAS OPENING FOR EXPERIENCED SHOE SALES- 















































MAN IN THE TERRITORY OF LOUISIANA, MISSISSIPP! AND ARKANSAS. OFFERS | SALESMAN WANTED for Florida territory 
EXCELLENT OPPORTUNITY FOR EXPERIENCED MAN. Hele me eg A oa me te tite 
CORRESPONDENCE WILL BE KEPT CONFIDENTIAL gee, seenes ahoea to ros on $2.98 to $7 98 
‘ve ce t 1OWw rave 1 7 son-con the 1 
Reply to Box 611, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa, | sideline, Weite tm full comidence ereting general 
experience fod saenacemne . Saae STEP 
| SHOE CORPORATION, 20 N, ath Street, 
WwW | Philadelphia 6, Pa, 
TEXAS, LOUISIANA, OREGON, WASH.- SALESMEN ANTED 
INGTON ” d To carry tine of Children's Pre-Welts and 
are available to experience Cements, Luther Brand, Stock and Make Ups; 
Men's and Boys’ Salesman, You can in- Commission beste Can be carried with non: 
n n ne, : 
crease your income without increasing lovee, Ashonens eee Goce. Reply, POSITIONS WANTED 
your expense if you now have a follow- with references, 
ing on non-conflicting or higher priced THE mune Ho oe CO., ING, ANAGER-BUYER; QUALITY FOO" 
} lines. See our ads in this and previous nr tha ee ear: 7 vere’ experiene. Exec utive 
' ' tot | Ability, Merchandising, @eilin adiapiay, adver 
issues, Generous commission. ' | tinting, desires serunacnt positton Will jel os 
Keply to Bex #620, Root d Shoe Recorder, 
Write: Sales Manager communes | ( vite & 56th Streets, Philadelphia 49, Penna 
i FOOT KING SHOES Best Established Territories Available 
: New York State | some . — : 
A. S. KREIDER & SON CO. (exclusive of New York City) | WOMEN'S SHOR, BUYER, age 32. femil 
Palmyra, Pa, and Western Pennsylvania | retailing, wante partnership or qnesative pein 
P. W. MINOR & SON, INC,, Bat ~N.Y, Reply to Hex #615, Root and Shoe ecorder, 
ane Chestnut & Séth ag Philadelphia 39, Penna 
October |, 1956 105 
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HELP WANTED 





HELP WANTED 





WANTED TO PURCHASE 








and experience. 


MARKETING RESEARCH DIRECTOR 


Leading shoe manufacturer seeks man with minimum of three 
years’ experience in consumer goods field to organize and 
head marketing research department. Should be skilled in 
administering sales analysis program, developing potentials, 
and directing all phases of consumer and dealer research. 
South Atlantic location. Salary dependent on qualifications 


Reply to Box 821, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 

















SHOE STYLIST AND DESIGNER 


One of Nation's Largest Multi-Product 
Manufacturers needs an experienced per- 
son for styling and designing casual 
fabric shoe lines. The _———— we are 
looking for is capabl ting ny 
that will sell in a ae BF priced mar 

The position is in a midwestern location. 
The production, advertising and market- 


d with our shoe 
lines have been firmly established over 
a period of years. e stylist selected 
will be one of the most important mem- 
bers of this Management Team. Salary 
is open, Submit complete resume of ex- 
perience, background, salary require- 
ments, etc. 


Reply to Box 613, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 30, Penna. 














SALES MANAGER 


For line of waterproof footwear. Must 
know how to get the most out of 
men. Must be experienced in selling 
volume accounts. A tremendous op- 
portunity for the right man with a 
fast-growing manufacturer selling on 
national basis. Give complete back- 
ground in first letter. All replies in 
confidence. Will interview applicants 
at National Shoe Fair in Chicago. 


R to Box 610, BOOT & SHOE RECORDER 
nut & 56th Streets, Philadelphia 39, Pa. 














LINE WANTED 








LINE WANTED 


| SELL ALL BEST FLORIDA-GEORGIA MER- 
CHANTS A HIGH QUALITY MEN'S SCUFF 
SANDAL LINE. WANT COMPATIBLE SMALL 
STRONG ITEM OR LINE OF TOP QUALITY. 
Reply to Box 621, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 





SHOE WHOLESALERS 














LINE WANTED 


ARE YOU INTERESTED IN ALERT, EX- 

PERIENCED REPRESENTATION IN THE 

PHILADELPHIA METROPOLITAN AREA ON 

A COMMISSION ONLY BASIS? 

Reply to Box 617, BOOT & SHOE RECORDER 
Chestnut and 56th Streets, Philadelphia 39, Pe. 











SHOE WHOLESALERS 
WANTED 


By one of America's leading man- 
ufacturers of nationally known 
branded Women's casuals, to re- 
tail at $4.00, $5.00 and $6.00. 

If you are interested in sales and 
distribution of Women's casuals in 
these price ranges contact us. 


Reply to Box 606, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














SIDELINE SALESMAN WTD. 


IDELINE SALESMEN WANTED A 
FAST SELLING BABY FIRST STEP 
MOCCASIN, White Elk Upper. Chrome 
Leather Sole; sizes 1—4; to retail for $2.00. 
Many open territories, TRUDIE SHOE COM- 
PANY, Box 131, Haverhill, Mass 
PPORTUNITY FOR SHOE MAN; Some 
one experienced in Management of Retail 
Shoe Business, with reasonable amount of capital 
and lots of ambition, has opportunity awaiting 
him in progressive Iowa city in need of modern 
well operated shoe store, Excellent store location 
immediately available in 100% block of Main 
Street. Reply to Box #616, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 
IVE TOP ORTHOPEDIC MEN to_ on 
own shops, Three thousand cash required. Will 
finance balance for right men. Illinois, Indiana, 
lowa, Wisconsin RALPH McGLUMPHY, 
Kankakee, Illinois 
S Al. ESMEN WANTED FOR MEN'S SAN 
DAL LINE, Fast Selling All Leather Sandal 
for Better Grade Stores and Departments only 
Delivery from stock, Excellent sales potential. 
Liberal commissions, All territories open. Reply 
to Box #823, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna, 














SIDELINE SALESMAN WTD. 


FOR SALE 








SIDELINE SALESMEN 


MEN'S strong in-stock Line, wide style 

spread at $12.95 to $14.95 retail. In- 

cludes sizes 6 to 16 AAA to EEEE. 
These Territories Open: 

1: Washington, D. C., Del., and Md. 

2: New York State 

3: Wisconsin and Minnesota 

4: Texas 

6: Missouri 


Write qualifications to: Box No. 614 
Boot and Shoe Recorder 
Chestnut and 56th Streets, Phila. 39, Pa. 











HOE ORNAMENTS, BOWS AND FOUT 

SOX. Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna 





106 








FAMIL -Y SHOE STORE FOR SALE in good 
town; 26,000 population. Good payrolls, Lo 
cation 100%; possibilities good; business well 
established. Present inventories low, Reply to 
Box $822, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 
Fok SALE: FAMILY SHOE 
Athens, Pennsylvania; Population 5,000; Only 
store in town. Will make necessary sacrifice for 
quick sale, Reply to Box #619, Boot and Shoe 
Recorder, Chestnut and 56th Streets, Phila- 
delphia 39, Penna, pe a 
OR SALE: 2-18” Turner Shaving Ma 
chines in good running condition, equipped 
with 10 h.p., 3 phase, 60 eye,, 440 volts motors; 
and 1-108” Baker Layton Boarding Machine, 
ood condition, JOHN R, EVANS & COM. 
PANY, Second and Erie Streets, Camden 1, 


N. J. 

OR SALE: FAMILY SHOE STORE, OAR- 

LAND, CALIFORNIA, Modern building and 
Fixtures; Good residential district; plenty of 
parking space; approximately $25, 000.00 inven- 
tory. ee increasing steadily. Illness cause 
of sale, Reply to Box 599, Boot and Shoe 
Recorder, ae & S56 Streets, Philadelphia 
39, Penna, 


“STORE, 








FOR SALE 








FOR SALE 


Popular Priced Family Shoe Department in De- 

partment Store. Very well established. Clean 

Inventory. Located in town of 60,000 about 100 

miles north of Milwaukee, Wisconsin, 

Reply to Box 616, BOOT & BHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 











ADIES EXCLUSIVE SHOE SHOP FOR 

SALE: Selling better Shoes; Established for 
many years, 100% Location, with good Lease at 
Fort Wayne, Indiana, Will consider Partner 
who can be active and is experienced, Write or 
call main office, M. GILLMAN, 9 Monument 
Circle, Indianapolis, Indiana 


HOE STORE, FASTEST GROWING 

LITTLE C ITY ON FLORIDA EAST 
COAST, Established 18 months, showing 33% 
inerease over 1955, $1,500 fixtures, approxi 
mately $7,500 stock, Turnover 3 times, Potential 
unlimited but owner must sell because of other 
interests, Reply to Box #622, Boot and Shoe 
Recorder, Chestnut & S6th Streets, Philadelphia 
39, Penna 
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WANTED TO PURCHASE 





WANTED TO PURCHASE | WANTED TO PURCHASE 





WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT | 











HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. iveshee 1-9836 FOR CASH 
V Quality Shoes \ Complete Stores 
d/ CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 


Any Quantity ... 

















YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


; ; a a , 6 74 95 Reade St., New York 13, N. Y. 
SAM CAMITTA & SONS eee 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 
Cc 


Surplus Stocks © Cl plete Stocks © Your Name and Brand Protected 














Any Time! 

















For Quick Action, 

















CE 1-4898 CE 1-3762 


Seausy SHOES SINCE 32 : 
“WHILE IN TOWN SEE wen” g 








MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES : mae 


Discontinued stocks WE PAY CASH 


HARRY HESS 
for your 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 
* SURPLUS STOCK 
* DISCONTINUED LINES 


* CLOSE-OUTS 
TOe 


TOP DOLLAR! 


FOR Your, oons AND ENDS, CLOSEOUTS 
MPLETE STOCKS 


EDDY "SHOE COMPANY 
ALWAYS RELIABLE 
132 Me. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 







































CASH 


Topic of the Day PRICES 


Entire Stock or Portion 


WHO CAN ne Quality Shoes Preferred 
Ladies’ * Men's + Children’ 
BEAT IKE... SURPLUS SHOES a hee 
CANCELLATIONS BARSH & CO. © Pita. 6. Ps. 


mo ct sar] | ) COMPLETE STORES 


UNCLE LOUIS’ tien . . . quality men’s, 


PRICES S women's and children’s shoes, 


For the answer—phone or write 


LOUIS CAMITTA & SON 
#t READE 8T., NEW YORK, NW. Y, 


Write or PHONE - MA 7-1666 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


187 DUANE ST., NEW YORK, WN. Y. 
RECTOR 2-4170-4171 











MOSINGER- COHN 


235 Washi an St. Lon 











YW: BARIS BUYS ow CASH | 
Quick decision on your offers of discontinued and 
BARIS 


surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. + Tel: WOrth 25180 \\ 

























MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 

157 DUANE ST., N.Y.C. 

‘ Telephone REctor 2-4249 

Highest Prices Paid for 


WE BUY 


Your BRANDED 


« closeouts 
° surplus 


Complete Stores & Closeouts 











Assumed 
wc name SURPLUS STOCK line 
WE BUY CLOSE OUTS, SHOE STORES White or Phone + complete stores 
YOUR NAME. PROTECTED LOmbard 9-008 BROITMAN- 


B. & R. SHOE CORP. 




















and DISCONTINUED 











matamingreeaes || | sone gu oma nv cara Sate 
RALPH VOGEL - , a. 6, Pa, 146 DUANE ST., N.Y. ¢. 
October |, 1956 
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¢ discontinued 










Sole Leather division. Since January 
1, 1955, he has been assistant to Stuart 
A. Spaulding, manager of the Shoe Side 
Upper Leather department. 

He is a veteran of World War II, 
during which he served as a lieutenant 
and U. S. Navy aviator. 


A. C. Lawrence Names 
Department Sales Manager 


PEeaBopy, Mass.—William C. Abbott, 
Jr., has been promoted to sales manager 
of the Shoe Side Upper Leather de- 
partment of the A. C. Lawrence 
Leather Company, it has been an- 
nounced by Herbert J. Somers, man- 





Boston Market Week Now On 


Boston—The next Boston Advance 
Spring Market Week will be opened 
September 30 and will continue to Oc- 
tober 4, it was announced by Maxwell 
Field, show manager and executive 
vice-president of the New England Shoe 
and Leather Association, sponsors of 
this show. 

More than 200 volume shoe manufac- 
turers from New England, New York, 
Pennsylvania and other states, have al- 
ready reserved exhibit rooms at the 
Hotels Statler and Touraine. Other 
lines will be on display in sales offices 
in Boston’s famous shoe district on 
Lincoln and Essex Streets. 





Eisen to Sell Risque Line 
In New England and New York 


division. St. Louts—Philip Eisen, formerly as- 

A graduate of Amherst College, Mr. sociated with the Wohl Shoe Company 
Abbott started with A. C. Lawrence and Kline’s, women’s specialty shop of 
Leather in 1948 as a salesman for the St. Louis, has joined the sales staff of 


Tell 


AND 


Sell 


ST on your memo... 


THERS from, 
IRVING 


JNU ALY ( O- 


WILLIAM C. ABBOTT, JR. 


ager of the company’s Side Leather 


(ADV.) 





















PPER LEATHERS 
AND SPLITS 
























the Risque Division of Brown Shoe 
Company. 

According to Archie Bregman, Ris- 
que’s sales manager, Mr. Eisen will 
travel a territory comprising Connecti- 
cut, Vermont, Maine, New Hampshire, 
Rhode Island, Massachusetts, exclud- 
ing Boston, and New York, excluding 
New York City, Long Island, Buffalo, 





PHILIP EISEN 


Rochester and Westchester County. 

A native St. Louisan, Mr. Eisen at- 
tended college in St. Louis and in New 
York, and is a veteran of World War 
II, having served in the U. S. Navy. 


ww catalog 
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WOLVERINE shoes for 
men have more exclusive 
features that help you sell 


EXCLUSIVE — SHELL CORDOVAN 
HORSEHIDE SOLES— super-flexi- 
ble for faster sales, 

EXCLUSIVE BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 


Independent Retailers: For cata- 
log and franchise information, 
write, Attn-Dress Shoe Division, 
today. 


WOLVERINE 
SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 


ts National Shoe Fair 
\l J] Room 676, Paimer House 


Boot and Shoe Recorder 











Lhe 
Hlexrtthle 
Yactor 


CROMPTON 
RICHMOND 
COMPANY 


RPORATED 


b A ( 


TORS 





Our large factoring volume was earned by the ability to serve 


a wide variety of firms in a diverse number of fields. In other 


words, we factor a client to best serve his individual require- 


ments. This assures him a high degree of efficiency and flex- 


ibility. It also makes available a vast amount of business 


and credit information from many fields beyond his own. 


The last is very important, because receivables, more often 
than not, leave a record of their buying and paying habits 


in many fields far removed from your own. 


Crompton Factoring releases your capital tied up in receiv- 


ables by turning them into cash as soon as you ship and as 


long as you ship ... without recourse. From then on, we 


pick up the ball. 


The Human Faclor 








CROMPTON-RICHMOND CO., INC. 


1071 Avenue of the Americas, New York 18, N. Y. 
Crompton-Richmond-Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 





INDEX TO ADVERTISERS 





Accent Division, International Shoe 

Co at Front Cover 
Acme Boot Co ‘ 1 
Altechul, Julius, Co 1 
American Biltrite Co 22-23 
Armour Leather Co 104 
Arronson, Geo, J,, Associates 10% 
Avon Sole Co ‘ 10-11 
B, & KR. Shoe Corp 107 
arbour Welting Co : i) 
arias Shoe Co 938, 103, 107 
Barrett & Co 102 
Harah & Co > in SO 
Hates Shoe Co ; eae 
Kayroff, Morria 107 
Relgrade Shoe Co Su 
erned Shoe Co, , R504 
Broitman-Gaffin Shoe Co 02, 99, 107 
Brooks, Wm,, Shoe Co, , N4 
Brown Shoe Co 1 
Burna-Cubold oo 
Camitta, Louis, & Son 107 
Camitta, Sam, & Sones 107 
Camitta Shoe Co, ; 106 
Colonial Tanning Co, trd Cover 
Crompton-Richmond Co 1oo 
Curtia-Stephensa-Embry Co . = Sa 
Db & K Co, ; oo 
Deb Shoe Co ; é 
Dow-Corning Co ce. ae 
Drew, Irving Co, , a 
Du Pont, BE. 1, de Nemours & Co, 

Ine, ‘ ; 2nd Cover 


Kddy Shoe Co, ,, ; ca 107 
Kd White Junior Shoe Co : 2 


October |, 1956 


Pe ee OR 


| 
| 





Endicott-Johnson Corp 
Mnna-Jettiok 


Frye, John R., Shoe Company 


Gardner Box Co 

Gerberich-Payne Shoe Co 

Gioodyear Tire & Rubber Co 
Airfoam Division 
Chemical Division 

Great Lakes Shoe Co 


Hannahson Shoes 
Hempstead Shoe Co 
Hees, Harry , 
Holland-Racine Shoe Co 
Hollywood Shoe Polish 
Hubsachman, B., & Sona, 
Huasco Shoe Co 


Ine 


Irving Tanning Co 


Kangaroo Tanners ., 
Kreider, A, 8, & Son, Co 


Lawrence, A, C., Co 

Leather Industries of America 
Littonian Shoes 

Long Arm 

Lucky Vlaatica 


Miller Shoe Co TT 

Modern Orthopedic Shoe . 
Moainger-Cohn eas 

Mrs, Day's Ideal Raby Shoe Co 


ste 


BYR, iat aa 
Ca ted balls 


Hack 


2h 
Cover 


7 
30 
103 


100 
107 
107 
60 

i 
12 
bu | 


LOS 


18 

val) 

60 
1038 
64-65 


00 
cas aGe 
108, 107 

AN 





Potvin, R. J, Co él 
PESSA : 66 


Quinn & Delbert Co fe 
Sabin, M 1oe 
Scott Foot Appliance Co 2 
Sebago-Moe ‘ oS 
Shaw-Gerwin Co ba 
Shaw, M, T., Co 86 
Sheraton-McAlpin Hotel fal 
Shoe Form log 
Step Master Shoes Ine 63 
Taylor, Thomaa Co t4 
Tingley Rubber Co 79 

United Shoe Machinery Corp 
Celaatic 14, 33 
Hub Adhesives 6s 
Lubrication 110 
United Shanks . 80 
Vainey-Bristel Shoe Co,, Ine 16 
Virginia Oak Tannery Sales Corp ST 
Weill, M, K,, Shoe Co oS, 107 
Welleo Shoe Corp 104 
Weat Coaat Shoe Travelers 02 
Weyenberg Shoes 67 
Wolverine Shoe Co 58-50, 108 
Woman's Day 12-83 
Woodaco 108 
109 










LUBRICATIO 


IS MORE “THAN AN 


OIL CAN 


The direct cost of a breakdown through inadequate lubrication is 
the cost of parts and their installation. The indirect costs can be 
many times higher. 

Filling oil holes is only part of the story. The more important shoe 
machines have internal lubrication systems requiring periodic at- 
tention. Strainers need cleaning, reservoirs need flushing, fresh oil 
and grease should be added. 

United service men have the training, experience, and skill to 
give your machines the regular attention needed for uninterrupted > 
performance. Periodic lubrication servicing is not expensive and can J 
save you costly repairs. =m 

Ask your United man to work up a schedule and cost estimate for 
lubrication servicing on the shoe machinery in your factory. 







PARTS 





Hourly charges are less 
under United's service contract 


UNITED SHOE MACHINERY CORPORATION 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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SAND] LE puts a gleam in fashion’s scheme for spring! 
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COLONIAL TANNING CO., INC., Boston 11, Massachusetts 
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You’re NOT 
in the Boys Shoe 


YOUTHS 124-3 
BOYS 1-6 
BIG BOYS 6-11 





OFFICES. 
NEW YORK, Marbridge Building, Room 417 


LOS ANGELES, Alexandria Hotel, Room 805 
PHILADELPHIA, 12 S. 12th St., Room 914 
IN CANADA. J. Leckie & Co., LTD. 








IN-STOCK FOR 
GERBERICH DEALERS 


Boys will be boys! But, all boys are not the same 
in appearance, in size or in the types of shoes they 
wear. To be really in the “boys shoe business”, you 
must have the styles each age group wants, and 
the sizes and widths necessary to fit them 


with precision. 
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Gerberich- 
pats the Finest Name ; 
Payne in Boys Shoes . ‘ecg’ 


SHOE COMPANY 
MOUNT JOY PENNSYLVANIA 
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